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tographers, don’t read this 


HUNGERFORD, PRESIDENT OF ART DIRECTORS CLUB OF DETROIT 


sxe this is directed to illustrators. 


got my neck stretched out from here to the bottom of 
ige. I’ve suddenly inherited the editorial column of 
out magazine so I’ve elected to talk about photogra- 
to illustrators. By illustrators I do not mean designers, 
nists or interpretive illustrators. I mean the purely 


sentational artists. 


of a not-so-sudden things are grim. Some of the water 
around the country have not been muddy in days... 
eeks. Meantime, darkroom assistants are busy as cats 
ferrotype tins. (Art Directors are buying photographs 
| of illustrations and it hurts. The cads!) I know what 
thinking. Who’s to blame? Art Directors? Photog- 
s? Clients? Illustrators? No one is to blame. It’s pretty 
. There are certain things a photograph. can do that 
istration cannot. And for the sneaky photographers 
re still with this, there are a lot of things that only 
tion can achieve. 
| photography has been with us a long time a la 
magazines. Side street portrait photographers with 
have been around as long, only they didn’t always 
nt good photography. But then, they aren’t your 
ition. Your competitors are artists in their own right. 
ectors have bought, encouraged and helped them. 
1elped them by letting photography speak for itself 
of through the muffler of retouching. We've needed 
a labored word to be sure, but nothing else could 
just that way. Certain of the products we are respon- 
r selling visually can only “really” be represented 
aphically. Okay? 
[ didn’t deliberately set out to rub it in. Just to bring 
in the open. We love you guys. We have great 
tion for good illustration. We still buy it, though not 
ely any more. Please don’t treat us like the Klu Klux 
hen you come in our offices and see transparencies on 
it boxes. We know you’ve got a competitor, not to 
| with but to live with. (continued on page 24) 
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Have you been keeping a watchful eye on McNamara Brothers? 
If so, you cannot fail to have noticed that each year the studio becomes 
better and better and better (according to plan, of course). 
This year, then, we take understandable pride in pointing out that we 
have attained an all-time high in art buyer interest. Why? We have added 
several excellent artists to our established and versatile group, giving 
you an even wider range of treatments and greater depth of talent. 
Award Winners? We're loaded! 
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DISTRICT SALES OFFICES IN 


NEW YORK 
Chalice Opaque CHICAGO 
PHILADELPHIA 


DETROIT 
The newest addition to Champion’s famous line of ST. LOUIS 
CINCINNATI 
fine papers . . . Chalice Opaque, a vellum finish anaga 
sheet of high brightness, sparkling white color, and DALLAS 
good opacity. Available from stock in 60-, 70-, and ae 


: . DISTRIBUTORS IN 
80-pound basis weight. EVERY MAJOR CITY 


THE CHAMPION PAPER AND FIBRE COMPANY 


HAMILTON, OHIO 





tix talk 


Ma well Livshin, C.P.A. 


Stud'_s liable to penalty when less than 99% 
of :.x collection is deposited. Section 
665¢ of the Tax Code provides for the 
imp sition of a penalty for the failure 
to n ike a timely deposit of tax unless 
such failure is due to reasonable cause 
and .ot to wilful neglect. 

Tic Internal Revenue Service is un- 
able to approve any plan or method 
whereby taxes required to be deposited 
may be accepted in an amount less than 
the «mount actually collected. 

However, if at the time required by 
law, the quarterly return is filed and 
the correct amount of taxes due is paid, 
and the amount of monthly deposits 
was not less than g9% of the tax requir- 
ed to be deposited, the penalty will not 
be imposed. If the deficiency is in ex- 
cess of 1%, the imposition of the penal- 
ty will depend upon whether the failure 
to deposit the full amount was due to, 
reasonable cause or wilful neglect. (Rev. 
Rul. 55-271). 


Sales incentive awards taxable 

The Treasury Department has just ruled 
that the cash value of awards earned 
by salesmen through their efforts to in- 
crease sales constitutes additional wages 
to the salesman for purposes of Federal 
employment taxes and the withholding 
of income tax, even though the awards 
are made to the salesmen’s wives. (Rev. 
Rul. 55-292.) 


Expenses to build reputation 

and ; restige not deductible 

In a recent instance, a taxpayer, a cor- 
pors\ion president, was appointed a 
tech:.ical lecturer at a college. He ac- 
cept 1 the position at $1.00 a year in 
orde. to establish his reputation as a 
lect’ er and writer to a point where 
ins d of virtually contributing his 
serves he would receive substantial 
pers. .al income therefrom. With this 
inn od, the taxpayer incurred expenses 
in } eparing and publicizing his lec- 
ture The Tax Court held that the ex- 
pen. 5-incurred for the purpose of in- 
crea ng prestige and establishing pro- 
fess' 1al reputation constituted personal. 
exp ises and were not deductible from 
gross income. (Rev. Rul. 55-291). 
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Neither snow nor rain nor heat 
nor gloom of night 
stays these photographers 


from the swift completion 


of their appointed rounds. 





BOULEVARD 


PHOTOGRAPHIC INC. 


SUCCESSOR TO MEW CENTER PHOTOGRAPHIC INC. 


John H. Hoppin 
General Mgr. 


E. E. McGuire 
J. E. Northmore 
Photographers 


Tom Byrne 
Prop Consultant and Stylist 


Wm. Hassard 
Contact 


2857 £€. GRAND BLVD. 
DETROIT 2, MICHIGAN 
TRINITY 1-0250 








185 madison ave., nyc 














... fully illustrated 
Catalogs quality 


art materials 
Free! Write today. 


A. 1. Friedman Inc. 
20 East 49 St., New York 17, N.Y. 





business briefs 


Traditionally July and August are consider 
poor business months, for the art pr 
fessional and most everyone else. T] 
tradition is more fiction than fact. Si 
veys made by ADSN show the summ 
months to be about the same as a 
other period. Altho the summer mont 
were the poorest for some agancies ar ! 
studios, this was the exception rath 
than the rule. That art studios ar | 
vendors are beginning to recognize tl 
fact is somewhat evidenced in this § - 
page July issue of ADSN. 


Five major art studios took space in the Juve 
issue of ADSN to announce they n 
sell photography, not as a sideline, 1 
so often has been true in the past, | 
as a regular and important departm« 
of their business. 

And there are many other studiés 
around the country which are about to 
take the plunge or already have. 

The surprising factor about the de- 
velopment is not that it is here, but 
that it took so long in coming. And this 
paper believes that the art studio own- 
ers will, in the year to come, honor 
Irving Penn and his disciples. The beat- 
ing illustrative art took in 1954 may 
well turn out to be the best thing that 
happened to the art field as a whole. 


Trend of national advertising in the first 
quarter of the year shows a 12% in- 
crease over 1954, according to Printer’s 
Ink and the ANPA’s Bureau of Adver- 
tising. Network TV was up 36%, news- 
papers 15%, magazines 2%, with out- 
door running 15% ahead. 


Strong ad art activity, increased space billings, 
are backed by the general trend of the 
economy. The declining military »ay- 
outs of the past two years have cen 
made up for by a pickup in consumer 
goods. Also, while federal expenditures 
dropped, state and local governnients 
increased their budgets for 10ads, 
schools, hospitals. Overall, govern. .ent 
spending has dropped $12 billic. in 
two years, consumer spending h: in- 
creased by $11 billion. 


Savings have dropped from 8% of inco \¢ in 
1953 to 7%, a reflection both « in- 
creased feeling of security and 0 the 
effectiveness of advertising and p' »mo- 
tion in smoking out more consum¢ dol- 
lars. Much of the increased spe. ling 
is going to hardgoods, major appli: ces, 
and luxuries. 








Three of a kind 


No beards, no sandals, no long hair, no 
frantic gestures—but artists just the same. 
They aren’t frenetic movie directors, either, 
but art directors for an advertising agency, 
creating an ad. 

They know their art, all right. Theirs is 
the toughest job in art—conceiving it. 
Their job is not just making pictures, but 
also creating honest, believable advertising 
that attracts readers. They’re three of a 
kind—yet as different as diamonds and 
spades. 

They’re hardly “arty.’”’ Georges Michel, 
the rugged boy en the left, comes closest, 
even though he doesn’t look it. Michel grew 
up in Kansas City, Mo., surrounded by men 
who made words and by women who made 
pictures. He’s an artist by vocation, but he 
writes, too—so well, in fact, that he’s taken 
first prizes in Stephen Vincent Benet poetry 
competitions, and has scripted a successful 
movie. He’s done illustrative work for many 


CAMPBELL-EWALD COMPANY .... Fan 


top agencies. Michel has been at Campbell- 
Ewald just a few months, brought here be- 
cause the agency is constantly seeking new 
blood for the creative departments. 

Don Hume, pointing, is an example of 
what can be done by a young man with 
faith in himself and a company with faith 
in him, too. In 1947, Hume was out of the 
Army and at loose ends. He came here as 
an apprentice and found a new home in the 
agency business. He worked days and went 
to art school nights, and now he’s an asso- 
ciate art director, assistant to the director. 

That’s the director, at the right, talking 
with his hands, as usual. Al Scott has been 
here 14 years. To him, “credibility is the 
most important thing in any advertising.” 
And credibility, he says, depends to a great 
degree on human emotion. Therefore, as 
Scott sees it, the art director’s job is the 
sensitive blending of imagery and realism 
so that people will actually be eager to own 


ADVERTISING 


the product advertised. A lifelong student 
of photography and an amateur photog- 
rapher of note, Scott also relaxes by paint- 
ing, and driving his Corvette. 

This trio and their 20-odd colleagues in 
Campbell-Ewald’s art department haven’t 
time to be arty and probably wouldn’t 
know how to be. They’re in business, mak- 
ing advertising that people heed, adver- 
tising that has built Campbell-Ewald and 
its clients for 43 years. 

They come from a multitude of places 
and jobs—from farms, from cities, from art 
studios, from Hollywood, from lumber 
camps, and from nowhere. They bring the 
urge, the ability and the creative ambition 
to an agency that insists on these basic, 
indispensable ingredients of readable, be- 
lievable advertising. 

But they are alike in one thing —their art. 
Their art is advertising. 


Detroit « New York « Chicago « Los Angeles 
cisco « Washington + Atlanta « Dallas « Kansas City 





letters 


FOR THAT SPECIAL ASSIGNMENT 


Credit is due... 


Photo by Ray Cicero 


The May issue of your magazine cari 
on page 48 a note “Top U.S. Design 
work in special Paris show’ which is 
ferring to the ‘Agi’ Exhibit in Paris. 
view of the significance of this en 
prise and the very selected few design 
of each country, a total of 11 of 
United States, I feel that all of th 1 
deserve the mentioning of their na 
in the above mentioned article, for th. i 
additional efforts for the cultural ; 
functional aspect in graphic design 


Joseph Binder, New York 


The 11 Americans are: Herbert Baye 
Lester Beall, Joseph Binder, Will b 
tin, George Giusti, Matthew Leibowitz, 
Leo Lionni, Alvin Lustig, Paul Rand, 
Alex Steinweiss, and Bradbury Thomp- 
son. 


DESIGNERS 3 ART FOR ADVERTISING 
Philadelphia section 


11S WEST 45TH STREET * NEW YORK 36, N.Y. * JUDSON 2-5083 


Congratulations to ADSN and te Fred 
Clark for a fine beginning of the Phila- 
delphia news section, “In Philadelphia.” 

The Delaware Valley Area is becom- 
ing increasingly important and the art- 


ists of Philadelphia are feeling the re- 

G E NV > R AL ' 0 M P 0 : I T I 0 Nv sponsibility. Frankly, we like it. And 

we like the the cooperative spirit here 

between artists, art directors, and clients, 
not to be equalled elsewhere. 

TYPOGRAPHERS We're glad to see Philadelphia repre- 


sented. 





mn O16) 1/2 4207, 457) 
i 4 


William E. Peckham, 
Editor, Artists Guild Bulleti: 


in BOSTON 


Flattered & Pleased 





We were quite flattered and pleas: | 
see a reproduction of our % oz. Dr 

Ink bottle on the cover of Art Di 

& Studio News for April. Than} you 
sincerely for this free publicity a: — we 


’ commend the artist on the excc :nce 

P of his design. This did not hinge « the 

t, mous use of our Drawing Ink bottle We 
really feel the cover was excepti: »ally 

inviting and contributed to the of 


16 west 45 street, new york 19, n.y. use of your publication and its © nse- 
quent sale. Thanking you again, » are, 





photo retouching and advertising art 


leonard forray B. Cholet, Vice President, 
PRESIDENT mu 7-4150 Higgins Ink Co., Inc. 





(continued on page 15) 
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Display types in this ad set by PRO-TY £ 
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So Simple 


IT COSTS HALF THE PRICE OF OTHERS ! 





Unlike any other photo setting 


machine in S major ways: 


1. It produces the finest quality type and display lines 
you can obtain anywhere. 


2. You work in the open, with no hidden operations, no 
guesswork. You see each letter before printing it. 


3. You get a full sheet of consecutive lines of display 
copy—instead of one-line strips that must be painstak- 
ingly pasted up. Saves time—makes a cleaner job. 


4. Despite all its simplicity, PRO-TYPE provides full pro- 
fessional facilities for justifying, leading and aligning 
different sizes on G common baseline, inserting large 
caps, letterspacing, etc. 


5. It offers 10,000 different styles and sizes of type and 
lettering to choose from. Yes, actually 10,000! 


*Developed by PHOTO-LETTERING, INC., N.Y., which offers 
PRO-TYPE service in addition to its other outstanding photo- 
lettering services. 


fp-—-—--------------- 


PRO-TYPE, INC. 
305 E. 45 STREET, NEW YORK 17, N.Y. 


Gentlemen: Please send me complete details abo 
how | can get perfect type and lettering, even « 
comps, for a few pennies a page. 
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letters 
(continued from page 12) 


Rec »rship /sales 


In ‘eference to the article “Arty vs. 
Rea. stic Props”, page 43 of the April 
issu’. I sadly confess I missed the point, 
if it .ad one. The question posed in the 
first paragraph was never satisfactorily 
answered, and I was left with the im- 
presion that in the opinion of the 
author, the Jayson ad did not do a 
satisfactory job. Starch figures to the 
contrary, the sales figures for the cur- 
rent campaign have been outstanding. 

From an agency point-of-view, the 
aims of our current campaign were to 
create excitement and consequently sales 
by aiming our message at the female 
reader as well as the male. In its price 
range we have found that most sales are 
made to women buyers. On every level, 
client, salesman; retailer and consumer, 
the success of this campaign has ex- 
ceeded our fondest hopes. 

Curiously, we purchased Starch Sur- 
veys on the first 3 Jayson ads that ran 
and the results recorded were excel- 
lent.* The ad in the article was not 
surveyed for us by Starch, and now has 
come a-cropper. Fortunately, sales re- 
sults do not seem to be affected by read- 
ership surveys. 


NO. OF 


*Read Most — Rank in Issue ADS 
RATED 

IN 
MEN WOMEN ISSUE 


JAYSON ad No. 1 — 

“Eye and Lip” ad 
S.E.P.—Nov. 22, 1952 
Life—Dec. 8, 1952 
JAYSON ad No. 2 — 

“Leg” ad 
S.E.P—May 23, 1953 
Life—June 8, 1953 
JAYSON ad No. 3 — 

“Gal kissing 

lhouette” ad 

S.E.!’ —Nov. 21, 1953 3 2 
Life Dec. 7, 1953 5 2 


Burt Linter, Art Director, 
Alfred J. Silberstein, 
Bert Goldsmith, Inc. 


endered 


last time I was there (Italy), it seem- 
ifter Paris, that much of the Italian 
were over rendered and as a result 
)” sMart or witty as are so many of the 
ich and Swiss ads in posters . . 
Lou Myers, artist, 
writing from Paris 
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FORTUNE 


LIGHT 


FORTUNE 


BOLD 


FORTUNE 


EXTRA BOLD 


a NEW CLARENDON type 
by Bauer Alphabets... 


The new FORTUNE will be made available for the 
first time during June and July. FORTUNE will 
be cast in Light, Bold, Extra Bold and Light Italic. 


Complete specimens are now being prepared and 
will be available to you by calling your nearest 
Bauer Type dealer or writing on your letterhead to: 


BAUER a.pHaBETS INC. 


235 East 45th Street, New York 17, N.Y., VA 6-1263-4 








ONE CALL TO CO 6-7560 WILL BRING YOU SAMPLES 


OF THE FINEST IN CREATIVE 


AND MECHANICAL ART IN BOSTON. 


associated artists 
296 Boylston Street, Boston 





my pappy says: for simple, living, 
expressive pictures 


you should call 


JOE CLARK, H.B.S.S. 
in detroit: 3513 woodward ave., 


zone 1 


annual reports, journalistic, 
Phone temple 2-0326 


and illustrative photography phone home twinbrook 1-2817 








He Ip yourself to the 
i> A : 





AAR TEST SUPPLY COMPANY 
6408 Woodward Ave. « Detroit 2, Michigan 


, “Palette Patter” | 
NN since 1932 will keep you posted on the ze - 
latest and best in artist mate- 


rials and equipment. To get 
your FREE copy.... 


Write to — Dept. AD-1 









































The most beautiful 


Stock Color Photos 


you've ever seen! 


Paintings 
(Religious and 
Non-Religious) 

Sports 


a MU. 76112 
Rt 


Camera 
Clix 


19 WEST 44th STREET, NEW YORK, N. Y. 








quotes 


Built-in psychology 


“Products and packages should be de- 
signed with built-in psychology in order 
to overcome the complexes and the 
misery of choice consumers develop 
when trying to select one product over 
another.” 


J. Gordon Lippincott, 
Industrial Designer, 
addressing the Ohio Valley 
Industrial Conference 


What do they want? 


“Unfortunately, modernization has fall- 
en into a pattern, and has come to 
mean a glittering chrome, steel and 
ceramic sameness, rather than the use 
of the wonders of modern architectural 
and design development to create in- 
dividuality and character. 

“Design has been directed at efficiency 
— efficiency for the restaurateur — when 
the real problem was to make the res- 
taurant efficient for the customer. ... Res- 
taurants have become physically modern 
rather than psychologically and socially 
modern. There has been little thought 
given, for example, to the fact that some 
diners want speed, others leisure . ..some 
want a sense of privacy...others want 
gaiety and activity...All these points 
add up to a single salient fact. To sell 
tomorrow’s customer, you must under- 
stand what he will want.” 


Dr. Ernest Dichter, President, 
Institute for Motivational Research, 
before Annual Convention, 
National Restaurant Association 


Research, media, and copy 


“Research, especially that which will de- 
velop facts about human motivations, is 
bound to have an increasingly impor- 
tant influence in selecting advertising 
media as well as in preparing copy. 
Good research, properly understood and 
used, can help you get bigger returns 
from your advertising dollars...” 


Edgar Kobak, President 
Advertising Research 
Foundation, Inc., 
addressing the 
Proprietary Association 
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& photography 


350 NO. FAIRFAX AVE.. HOLLYWOOD, CALIF. OLIVE 3.2940 








PASTE-UPS 
by 
EXPERTS 
best 
service 
Tal 
town 


PASTE-UPS UNLIMITEG 
200 W. 58 ST., N.Y. 


COLUMBUS 5-8688@ 
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Mosquito Hawk...by Charles Culver* 


CMeingingerVMustrations INC. 


3-263 GENERAL MOTORS BUILDING, DETROIT 2 
TRINITY 2-6060...2-6061...2-6062 


*Now member of our staff 





REPRODUCTION 
COMPREHENSIVES 
SALES PORTFOLIOS 
DISPLAY, ETC. 


Precise scaling, . strip- 
ping, plus color correc- 
tion to meet the most 
critical requirements. 
Duplicate color prints at great savings 
in time and cost. K&L personnel, 
equipment and technique geared to 
cope with the most complex problems. 


Call or write for FREE 
16 pg. handbook contain- 
ing useful color informa- 
tion, prices and data on 

Bm additional K @ L color 
services: 


FREE! 
ae 


7. 


EKTACHROME PROCESSING 
DUPLICATE TRANSPARENCIES 
FLEXICHROME, MATRICES 
SEPARATION NEGATIVES 


The Complete Color Service 


Kurshan élang 


L. ZOREF,, associate 
10 E. 46 St.,N. Y. 17, MU 7-2595 
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art director versus 
art buyer 


...two points of view. The first by Thad Brykalski, Associa 
Art Director (Buyer), Maxon, Inc., Detroit. The second by Fr. 1 
Peck, Art Director, Grant Advertising, Inc., Detroit. 


I find a striking similarity between 
the functions of an “art director” and 
“art buyer”. It is very difficult to make a 
distinct definition because both creative 
responsibilities overlap consistently. 

Both give visual interpretation to an 
advertising idea or concept. The com- 
pleteness of the expression is foremost 
in their minds. Yet, securing this expres- 
sion becomes an art buying function. 
Once the art form is complete and satis- 
factory, the elements will readily fall into 
place—assuming of course, artistic sensi- 
tivity and intuition are present! 

Many times, the art form, itself, stipu- 
lates the final design of an advertisement. 
A pure creative expression can not be 
held to a rigid composition—there must 
be flexibility as well as limits! Unre- 
stricted experimental work has often 
been the source of inspiration for a cam- 
paign. 

In both functions, the advertising 
problem must be viewed and resolved 
objectively . . . an overall, tasteful con- 
ception being the sole concern. Any emo- 
tional involvement in minute design fea- 
tures can hamper the final result. How- 
ever, this does not mean that details are 
not important, but rather indicates that 
they should not overshadow the fullest 
realization of the visual message. 

Even though the art director prepares 
the layout—this being the chief and most 
obvious difference between the two func- 
tions — he immediately becomes an art 
buyer upon selecting and turning over 
the job (with the proper stimulating 
imagery and “direction”) to an artist. 
Does the art buyer use less “direction”? 
Of course not! The layout becomes a 
blueprint . . . the art forms are elements 
that combine into a reality as an adver- 
tisement. 


The most vital but elusive period is 
the translation of the blueprint into ti:is 
totality. Here, we are dealing with 
vague, suggestive vapors. The directive 
force must crystallize these vagaries aid 
act as a Catalyst to stimulate the art source 
into creation of an exciting finished prod- 
uct. Art director or art buyer... ? 

One other point to consider is time. 
The advertising tempo is rapid . . . on 
occasion, speed may interfere with qual- 
ity. At times, advertisements must be 
produced overnight. The art director 
becomes involved with many layouts for 
a variety of accounts. A buyer seeks up- 
and-coming new talent . . . fresh, imag- 
inative techniques . . . and spends more 
time with a broad range of creative 
sources! With this material at his dis- 
posal, the problem of.time can be over- 
come more readily. Two can handle the 
multitude of designs and creative talent 
better than one! 

Therefore, I come back to my original 
premise: both functions are distinctly 
similar in nature. There is no difference 
—only the expediency of language! ‘! he 
terms, themselves, and functions are only 
an organizational device in order to al- 
leviate the complexity of agency art 
problems. 

Thad Bryk.'ski 


Although there are some ad\ 
tages to the Art Buyer system in a 
tising agencies, the disadvantage 
overshadow the advantages. Let's 

first at the need, from an agency ma 
ment viewpoint, for an Art Buyer. 

ally, an Art Buyer serves the functi 
creative purchasing agent for art b 
by an agency. This relieves the cr 


(continued on page 22) 
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ad vs art buyer 
(continued from page 20) 





Art Director of the burden of sales: 
contact, of the problem of estima: 
and checking invoices and puts the gq 
tion of deadline and follow-up on 
shoulders of the Art Buyer. Theor 
ally, this allows him time to create 1 
and better advertising. Now, if this w 
Art Service and Artists’ Agent to the satisfaction of all parties 
; cerned, then I would say the Art Bi ye 
representing concept is worth while. 


Al Fatica John Hammer Bud Hawes Fred Hoertz On the other hand, if you con: 
Len Oehmen Arne Peterson Carl Richmond the problems that are created by 


Al Scully Ned Seidler Jack Wohl Bert Zadig : system, then I think you will see w 
take the stand I do. First is the pro! 


DICK CHENAULT, INC. of creative intention and interpreta 

Creative intention is what the Art D 
17 East 48th Street, Wew York 17, N. Y., Plaza 1-0095 tor intended when he conceived the idea. 

=| Creative interpretation is the method by 
which the same individual must pass his 
concept on to others. It is difficult enoug 
to pass this on to one person, and « 
link you add to the chain increases 
possibility of misinterpretation. 

Next take the question of responsi! 
ity. What kind of an architect is it tha 
is interested only in the blueprint 
not the building of the house! Whe 
any Art Director creates a layout 
surely must feel a responsibility for 
finished art. The Art Buyer system nearly 
eliminates this. Responsibility is 
and sometimes lost. Is it possible, t 
for the creative visual producer unde 
such a system to maintain a high degree 
of interest in the final result? 

Consider the complexity of one buye 
who has to handle numerous accounts 
is an economic fact that an Art Buye 
must handle a larger number of acc: 
than those handled by an individu 
group Art Director. This means frust 
tions of multiple deadlines, strained 
tive relationships with the Art Dire 


Crescent’s No. 100 ILLUSTRATION BOARD and art salesmen, complex problems 
makes the Job Easier . . . Better! Send for Samples! various account heads and a giganti: 

lars and cents follow-up! It is not dil 
to understand under these circumst 
how an individual could become du!! to 
the job at hand by simply being «ver- 
burdened. 

The last problem is this: Is it too « om- 
plicated a job for an Art Director t stay 
on top of estimating, purchasing ai in- 
voicing? Does this cut his creative ‘ime 
down to such a point that his work suf- 
fers? I don’t think so! The Art Dir «ctor 
must be familiar with client thir \ing 
when it comes to dollars. He is «ter 
EKTACHROME RETOUCHING tae |e emcata able to solve his problems only wh: 1 he 

cannes has this first hand pannel: Wii .out 


RADIANT CONCENTRATED COLORS ; 

9 ) If colors| | it. he can be trapped into making la: outs 
Re Ve } , ¢ ¢ that call for art far beyond the b get 
airbrush. | | and if approved have to accept qt!’ rate 




















Dealers write — ‘ 
B. ARONSTEIN & CO. talent to produce the job. 

0 v 7.2839 A 
201 EAST 40 ST., I 40-28 149th ST., FLUSHING, N. Y. (continued on page 24) 
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WE Do ArTWorRKk 


Odvortiing Ont that js... 


HECTOR A. DONDERI 
MICHAEL FENGA 
JAY CHRISTY 


MITCHELL BLISS 
WALTER FERRO 
FRED FRYER 

JO GERMANOTTA 
GEORGE GREY 
JOHN LoPREST! 
WILLIAM MAHNKE 
LOU MAROTTA 
ASHLEY MARTELLA 
DICK NOSTPAND 
LARRY OTTINO 
JOHN PAYNE 
SONDRA RUBIN 
ARTHUR SMITH 
ROBERT SMITH 
JAMES TRIGGS 
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...and by as fine an Art Staff as you'll 


find anywhere! Backed to the hilt bya 


‘ne plus ultra’’ reserve of Free+Lance 
Illustrators and Designers. All of us, 
at your service at almost any hour, 
Cali EL 5-7155 for real art SERVICE. 


DRAWING BY NOSTRAND 
LETTERING BY OTTINO 


ad vs art buyer 
(continued from page 22) 





I contend that the Art Buyer sy 
has less to offer than some agency 
agement may feel. There is no subst 
for direct contact with buying sot 
There is less chance of misinterpreta 
The clients get individual atter ; 
rather than mass production. Conce 
tion of responsibility from beginni: 
end eliminates confusion. Dollar co 
is part and parcel of the problems* 
Art Director and he should under: 


it to do his job well. 
Frederick A. 
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black & white 
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RETOUCHING 


Hersh-Mastro Studios Inc. 
4 W. 40th Street, New York, N. Y. 








editorial 


(continued from page 5) 


That's really all I’m saying. That pho- 
tography is here to stay. A lot of you guys 
have handled cameras all your life . . . for 
reference shots. Have you ever thought 
of combining the two? That is if you're 
really hard put. But it doesn’t mean that 
anyone who can change a film pack or 
load a rollei can be a pro. Large art 
studios who haven't already done 50, 
might do well to consider adding a good 
photographer to their staff. Art reps who 
are feeling the pain take note. 

We're going to continue to buy illus- 
trations and photography. Now let me 
get my neck back in. 





Cover Designer 


Donald Silverstein was born in P: 
vania on March 1st, 1932. His w: 
been commercially saleable since 
17, although he has had no for! 
education. 

Hobbies are tennis, classical 
and non-objective oil paintings, 
are sought after and often stc 
clients. 

He spent three years in Det! 
Studios before a hiteh in the 
Services from 1952-54 in Alask 
upon his return joined MDM 
porated where he has been to tl 
ent time. 

The cover is an example of 
pixie-ish, amiably lampooning s‘ 





humor. 
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a group of 

fine color 

ads for 

Champion Paper And 


Fibre Company 
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ALBERT GOMMI STUDIOS 
305 East 47th St. Eldorado 5-7650 














How to help 
a young artist get ahead 


The next time a “young hopeful” 
asks your advice about 

a job or a raise... ye = al 
tell him to mail this coupon. es 


ff, 


piaed 
: 


Bes 
NT = 
iN Y, 


bert Dorne | 
Tx Famous ARTISTS SCHOOLS of Westport, Conn., have SZ \' ] 


: ] 





hel: sd many a young artist forge ahead. As you know, this : f Lf) 
ist e school run by America’s 12 Most Famous Artists. VY Wy 4 
why not tell the next young artist who comes in and d C} ; 
for advice to mail the coupon below. Jt will help him ao i 


a he 
man Rockwell FAMOUS ARTISTS SCHOOLS A Sep 

- ae 
why eal Studio 41-JL, Westport, Conn. 

~ Von Schmidt Send me, without obligation, information about 
w 4. the courses you offer. 

Ben Sten Mr. EDSTAN STUDIO HAS MOVED TO 75 W. 45TH ST. 
obert Fawcett Miss (PLEASE PRINT) (CI-5-6781) 
Austin Briggs Address 
ong Kingman 
Albert Dorne 
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TWO great names in art materials... 


/ / / 


j 


j 
| | | e 


are now ONE! 


Craftint Devoe now offers complete, 
economical, unified service to the Art 


Folate mele 


@ Shading Mediums 
@ Craftint Papers and Pads 
@ Strathmore Papers and Pads 
@ Show Card Colors 
@ Artists’ Oil Colors 
@ Artists’ Water Colors 
@ Bulletin Colors 
} 
@ “Scrink” Screen Process‘Inks 
@ Flat and Gloss Screen Process Colors 
@ Brushes 
@® Drawing Inks 
@ Artist Specialties and Staples 


@ Hobby and Crafts Items 


Rely on a dependable SINGLE SOURCE for the most wanted 4 id 
p adc 


irtist’s materials in the world . 
gan 


co 
THE Crattint MANUFACTURING CO. 


th YORK + CHICAGO + CLEVELAND 


Main Office: 1615 Collamer Avenue, Cleveland 10, Ohio 





Tillotson named NSAD head; 
Bach, Cloutier are VPs 


Roy Tillotson, past-President of the 
New York Art Directors Club and AD 
for Union Carbide & Carbon Corp. was 
elected President of the National So- 
ciety of Art Directors at the NSAD an- 
nual meeting on June 2. 

Mr. Tillotson succeeds Wallace W. 
Elton. Previous NSAD heads were 
Gordon Aymar, 1945-49; Guy Fry, 1949- 
51; Charles Gerhart, 1951-53. 

Robert Bach, AD of N. W. Ayer & 
Son in San Francisco was elected 1st 
Vice President and Albert Cloutier of 
Montreal is the new end Vice President. 

The committee which nominated the 
slate was made up of Ira Low (Phila- 
delph:), Harald Torgesen (Atlanta), 
Charl’; Gerhart (Cincinnati), Colin 
McM: hael (Montreal), Thomas Collard 
(San ‘rancisco), and Clark Robinson 
(Cley land). 

Go. ‘on Aymar installed the new offi- 
cers. . r. Tillotson noted that the future 
grow! of NSAD will no. only be to 
add « abs but to develop regional or- 
ganiz: ions so that several ciubs in an 
area in cooperatively run shows, edu- 
cation | programs, public relations ac- 
UVILIC., ete. 

M Villotson also aims to build recog- 
nitio: of the Society and the profession 


amor business and advertising manage- 
ment 


Ths Ninth annual meeting of the 
NSA.) saluted the memory of William 
Adriince, one of the greatest exponents 
of a National Society when NSAD first 
‘ame into being. Now 10 years old, 


NSAD has grown from a 5-club Society 
to one with 21 member clubs, more 
than 2600 members, and several club 
applications on file. 

Other features of the annual meet- 
ing were: 

President Elton’s report (read in his 
absence by retiring VP William Miller) 
which cited the increased influence of 
the AD as needs of business have ex- 
panded, called for regional organization, 
and referred to the importance of all 
clubs participating in the forthcoming 
international convention. 

Miami, the gist club to affiliate, was 
formally welcomed and was represented 
at the meeting by club President Jack 
Frost and Jack Green. 

Secy.-Treas. Cecil Baumgarten called 
for wider club cooperation on answering 
memoranda from the national head- 
quarters. Mr. Baumgarten noted that 
a sum equal to the yearly dues of the 
whole Chicago club was used just to 
follow up delinquent correspondents 
and treasurers. 

Arthur Hawkins reported on _ the 
NSAD-ADSN liaison committee and its 
monthly and constructive functioning 
on matters of policy and detail. Rather 
than review the committee’s work in de- 
tail he referred to current copies as 
evidence of the teamwork achieved. 

Don Barron called attention to new 
editorial features in the magazine, in- 
creased emphasis on NSAD affairs 
especially in the February and March 
issues, money earned by local clubs by 
working with the magazine, and sug- 
gested that increased circulation and 
resultant increased NSAD prestige would 














result from members calling the publi- 
cation to the attention of other ADs, 
copy chiefs, advertising and agency ex- 
ecutives in their company who may not 
be familiar with it. 

Guy Fry's report on the educational 
committee activity was submitted in 
mimeographed form and will be the 
basis of a feagure article in a later issue 
of this magazine. 

Mr. Hawkins noted that the Speakers 
Bureau is set up to help local clubs 
secure out of town speakers. Garrett 
Orr reported that the NSAD Travelling 
Slide show is almost ready to circulate. 
He has slides of medal winners from 
10 clubs and promises of material from 
8 others, hopes to get the show on the 
road by the Fall. Joseph Clark assumed 
chairmanship of this committee. 

Mr. Baumgarten, reporting for the 
Joint Ethics Committee, called attention 
to the booklet distributed recently and 
its importance in building recognition 
and respect for the JEC. He noted that 
Chicago has formed an Ethics group, 
as has San Francisco, and that Phila- 
delphia is organizing one. 


Loren Her- 
der, retiring 
president of 
the Art Directors Club of Minneapolis 
and St. Paul, gives Ernie Turner the 
“brush” which signifies transfer of presi- 
dential powers. Harry Hank, the new 
vice president, is also shown. 

Other officers elected are George 
Runge, second vice president; Pat Nolan, 
secretary; Mike Black, treasurer; Roger 
Bradfield, corresponding secretary; and 
Cleo Hovel, national representative. 


Minneapolis leadership 
goes to Ernie Turner 


~ 


Seattle ADs telecast 


Seattle Art Directors Club went « 
vision once a week during Mar 
April to present a 30 minute shoy 
“The Advertising Artist.” It was « 
primarily to students to acquair 
with the world of advertising art. 
grams were coordinated by the 
Public Schools through the art 
ment director, Dale Goss, and te 
coordinator Margaret Bernard. 

Each week an art director was 
to discuss a specific problem and a 
nent artist demonstrated his sp¢ 
form of art. William Werrbach 
dent of the Seattle Club introduc 
program with an explanation of | 
ject of the day. 

At the conclusion of the series 
view of Seattle’s Sixth Annual Ex! 
was presented. 


This is a part of the educatio 


gram of the Club and has been r: 
with gratifying enthusiasm by the 
and the public. 
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New York cites four 
who encouraged ad art 


Four awards to management were a 
special feature of the Awards Luncheon 
of the New York Art Directors Club, 
June 3. Dorothy Shaver, President of 
Lord & Taylor; Edna Woolman Chase, 
Editor Emeritus of Vogue; Charles G. 
Mortimer, President and Director of 
General Foods Corporation, and Stanley 
Resor, President of J. Walter Thompson 
Company were honored for their encour- 
agement and use of the best graphic art 
and design. 

Chairman of the luncheon was Arthur 
Hawkins. Master of Ceremonies was 


Loren Stone, Vice President and AD of 
Compton Advertising. Management 
awards and art directors medals were 
presented by retiring club President 
Julian Archer and a team of past Presi- 
dents. 


Dorothy Shaver ...“for the inspiration 
and encouragement given the Art Direc- 
tors of Lord & Taylor, resulting in the 
high and consistent standard of excellence 
in its advertising and promotion.” 


Edna Woolman Chase...“for the 
inspiration and encouragement given to 
the Art Directors of Vogue, resulting in 


the high and consistent standara 
lence in its visual appearance.’ 


Charles G. Mortimer . . “for / 
ration and encouragement giv: 
Art Directors of General Food 
ing, resulting in the high and « 
standard of excellence in it 
appearance.” 


Stanley Resor...“for the in 
and encouragement given to 
Directors of J. Walter Thompso 
ing in the high and consistent 
of excellence in the advertisem: 
duced for its clients.” 
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Miss Art Director Millee Kelley, a De- 
of Detroit troit model, was 

crowned Miss Art 
Director of Detroit at the Club’s annual 
show. Miss Kelley and her court took 
part in the Annual Awards Dinner in 
May. The seven finalists composing the 
court were Billie Bushong, Teri King, 
Loretta Pastick, Carol Lynn Purdon, Pat 
Rousseau, Janet Westcott, Marjorie Sup- 
ner and Merrill Ford. 


Art Direc- 


lloyd *iyers scholarship 
fund se? up in Frisco club tors Club 

of San 
» has announced a Lloyd Myers 
ip Fund in memory of the art- 
ist, ar’ director and advertising execu- 


Franci 
Schola 


tive of san Francisco, who died recently. 
The s:holarship will be awarded an- 
nually ‘o a student of advertising art. 

At time of his death, Mr. Myers 
was vic president and manager of the 
San F: incisco office of Holst and Cum- 
mings nd Myers Ltd., whose head office 
isin Fonolulu. 

Mr. Myers attended art school in Los 
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Angeles, followed by study at Art Stu- 
dent’s League, New York; Juliene 
Academy, Paris; Slade School, London. 
For a time he was in France and Spain 
as the European advertising representa- 
tive on Canadian Pacific Lines. 

On his return to New York he spent 
18 years with Albert Frank & Co. In 1932 
he went to California on the Matson 
Lines account—first as AD with Bowman- 
Deute-Cummings, then as free-lance con- 
sultant to Matson, and later as vice presi- 
dent of Arthur Kudner Inc. In 1947 he 
joined Holst & Cummings Ltd. 

He was a member of the Salmagundi 
Club of New York; charter member of 
New York Art Directors Club; honorary 
member of Society of Illustrators; past 
president of Art Directors Club of San 
Francisco; secretary-treasurer and mem- 
ber of the Board of Governors, Northern 
California Council, American Associa- 
tion of Advertising Agencies; and a mem- 
ber of San Francisco Commercial Club. 

Contributions to the fund may be sent 
to Art Directors Club of San Francisco, 
252 Clay Street, San Francisco, Calif. 





AD Macintosh is Detroit editor 


Thanks to Doug MacIntosh for his 
help in editing this special Detroit 
issue of Art Director & Studio News. 
Doug is art director at Campbell- 
Ewald and correspondent for the 
Detroit Art Directors Club. 











Ames Perception Tests 
Demonstrated to N. Y. ADs 


An understanding of the psychology of 
seeing, of how and why we see things the 
way we do, can be a great asset to an art 
director or designer. 

The Perception Demonstration Center 
at Princeton University is making a con- 
tinuing study of the phenomena of how 
we see. It is based on the work of Dr. 
Adelbert Ames Jr., of Dartmouth Col- 
lege. Industrial designer Seymour Rob- 
ins, a consultant to the Perception 
Center and noted for his work with Ames 
demonstrations, told and showed mem- 
bers of the New York AD club how the 
Ames studies can be applied to produce 
more communicative design. 

His demonstrations centered on the 
effect of brightness, size, overlay and 
parallax in visual communication. 


Rylands heads Ric Rylands was named 
Rochester Club President of the 

Rochester Art Directors 
Club. New officers, shown above, are 
Don Elmslie, Vice President; retiring 
President Bill Smith; Ric Rylands; 
Daniel Marciano, Treasurer, and Kenith 
B. Miner, Secretary. 


Viewing Members of the Art 
Milwaukee’s 2nd Directors Club of 

Milwaukee are 
shown at the second annual exhibition 
of advertising and editorial art held re- 
cently. They are Richard Hoffman, 
NSAD award nominee; Joe Sweeney, 
awards dinner chairman; Fred Terry, 
ADCM secretary; John Steinke, publicity 
chairman; and Jim Harding, exhibit 
chairman. 

There were 165 entries in the design 
of complete unit category and 66 in the 
finished art classification. 25 pieces won 
first awards and 44 received merit awards. 
Prezebel, Marvine design 
medal winner 


Richard Prezebel, art director, and Don 
Marvine, artist, should have been credit- 
ed for the medal winning ad for Braniff 
International in the Kansas City Show, 
May AD&SN. By error Paul Stauder was 
listed as AD and artist. 











Washington selects Retiring _presi- 
dent John Mac- 


new officers * 
Leod has turned 


over the gavel and the presidential re- 
sponsibilities of the Art Directors Club 
of Metropolitan Washington to George 
Lohr. James R. Dunlop, second vice 
president; Joe Montgomery, first vice 
president; Brooke Todd, secretary; and 
Bill Sholar, treasurer, are the other offi- 
cers for the coming year. 


Noting that his 
merit-winning work 
appeared in May 
AD&SN with credits to another artist and 
client, Cal Freedman of Cal Art & Asso- 
ciates, Los Angeles, has sent the correct 
credits. The work shown was designed 
and art directed by Cal Freedman, artist 
was Art Goodman, client was Brown 
Saltman and the agency was Malcolm 
Steinlauf. 


Miami is 21st NSAD Club 

Art Directors Club of Miami has been 
elected to membership in the National 
Society of Art Directors. The Miami 
Club, which consists of some 50 members, 
is the twenty-first club to be admitted to 
the National organization. Jack Green of 
J. Walter Thompson, Coral Gables, is 
the president. 


L. A. Show 
credit corrected 


Washington ad club elects 


New officers of the Advertising Club of 
Washington, D. C., are: president, H. 
Kenneth Brown, Progressive Composi- 
tion Co.; first vice president, Robert H. 
Lewis, Washington Gas Light Co.; sec- 
ond vice president, Arnold Fine, The 
Hecht Co.; secretary, Ira Kaplan, 
Graphic Arts Press; treasurer, Stanley 
Bell, National Broadcasting Co. 

Betty Darling Gwyer, Joe Goodfellow, 
John Panagas, Henry Kronstadt and 
Richard Meybohm were named to the 
Board of Directors. 


30 


Franklin D. 
Baker has been 
elected president of the Art Directors 
Club of New York. Mr. Baker has been 
senior art director for McCann-Erickson 
for eleven years. He began his career in 
Philadelphia at Gimbel Brothers and 
later joined N. W. Ayer & Son. In 1941 
he came to New York where he held po- 
sitions with Sutton & O’Brien, Otto Klep- 
pner and J. Walter Thompson. 

Other officers elected are: Bradbury 
Thompson, first vice president; Walter 
Grotz, second vice president; Bert Litt- 
mann, secretary; and Mahlon A. Cline 
was re-elected treasurer. Julian Archer, 
out-going president, Rudolph Dusek and 
George Samerjan were named to the 
Executive Committee. 


Baker to lead NY ADs 


Kansas City officers Retiring presi- 

dent Dick Preze- 
bel presents the gavel to newly elected 
Bob Holloway. Shown with Mr. Hollo- 
way are Jim Devin, secretary, and Larry 
Weatherman, treasurer. New vice presi- 
dent, Elmo Sears, is not shown. 


chapter clips 


Atlanta: Five new members, all artists. 
Maxine Yalovitz, Montag Bros.; W. H. 
Close; Paul J. Drake; Louis Manning; 
Hans Frederick Wilhelm Pink. 

Baltimore: A vote is being taken as to 
whether to invite women to become 
members of the Club. (Good luck, girls!) 


Boston: Leo A. Harrington, assistan 
director at Daniel F. Sullivan Co. 
awarded the Famous Artists Schola 
of the Boston Club. 


Chicago: William Duffy spoke to 
Club on “Vision in Television”. 
Duffy is TV art director at Mc 
Erickson, New York. 


Detroit: Jack and Jane Moment 
sented their beautifully designed — up- 
pet show, “The Death of An Ar 
rector,” which is a satire on the !: ctic 
life of the conscientious art director .. . 
June meeting was a supper meetin: at 
Yeaman’s Supper Club, courtesy De roit 
Gravure, followed by a visit to ‘ieir 
plant. 


Los Angeles: Henry Dreyfuss, indusirial 
designer, spoke at the May meeting. At 
the same session, Emil Cuhel demon- 
strated the use of black light to create 
new methods of presenting photography. 


New York: New members added recently 
are Ernest Pioppo, Lassiter Corp.; Her- 
man A. Davis, Dowd, Redfield & John- 
stone; Christian Valentine Jr., McCann. 
Erickson; Albert Herman, A. J. Silber- 
stein, Bert Goldsmith Advertising; David 
A. Karner, Bryan-Elliott Co.; Art Kane, 
Seventeen Magazine. 


Philadelphia: Club has started an employ- 
ment service to help place members in 
jobs. Nathan Berman, 1615 Sansom St., 
is in charge of the service . . . Jack Mundt 
of Hoedt Studio has been a member of 
the Art Directors Club of New York for 
25 years which makes him a Life Mem- 
ber . . . Ira Low and George Kappes 
spoke to a group of students at the Mu- 
seum School . . . Al Andrews had a long 
illness and is now chipper again. 


Rochester: George A. Mercado, 34, 1 ceiv- 
ed the $500 Famous Artists Schola: ship. 
He is staff artist at Charles L. R:nrill 
Co. 


Washington: Several new members © cept- 
ed—Alvin Shiren, AD, Publishing Divi- 
sion, U. S. Air Force; S/Sgt Char °s W. 
Beveridge, USMC, art director, L: :ther- 
neck. Magazine; William Marti: AD, 
American Aviation Magazine; K- ineth 
Mann; Bernard Burke. Associate nem- 
bers added are Virgil Jackson, Al ! ckle, 
Dave Allentuck, Wade Beach, John 
Hoover, William Sigmund, {win 
Laughlin. Sir Winston Church: — has 
been made an Honorary Memb. . the 
club’s first . . . The Fraternal Aic Com- 
mittee which has been headed the 
new president, George Lohr, repo 5 five 
job placements last month. 
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Fashionable casuals Koretigans, 
in out door drive Koret of Califor- 

nia’s work 
dothe. “‘with a play-day air,” are being 
plugged nationally with billboard adver- 
tising. The art style, by James Frew, was 
used to give a fashion feeling to clothes 
that fall into the utilitarian category. 
Colors used were pink, blue, black and 
red. 

The whole campaign was set up to 
work with stores that bought Koretigans 
in depth. In addition to the outdoor ads, 
each store received miniature billboards 
for use as counter cards, banners with a 
replica of the billboard on them, mats, 
glossies, suggested copy for newspaper 
ads and radio spots, etc. 

Art director was Jack Roberts of Car- 
son-Roberts, Los Angeles. 


Dick .ewis Robert L. Hoover is 

name; Hoover president of Dick 

Lewis Studios Inc. For- 

ad, Richard C. Lewis, who has 

evoting more of his time to the 

Motic picture company, Lewis and Mar- 

in, »as named’ Vice President along 
with Villiam C. Lewis. 

Mr Hoover has been with the studio 
for 1« years, has been in the commercial 
art fic \d for 20 years. The studio will now 
be ki own as Lewis & Hoover Studios, 
and » ill continue at its present location 
155 | Ohio Street. 
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open for artists 
Two competitions 


Plans to conduct a nationwide competi- 
tion in painting and sculpture to com- 
mission works of art for the United Na- 
tions headquarters building were launch- 
ed by the National Council of U. S. Art, 
Inc., 270 Park Avenue, New York. En- 
tries will be screened and five artists will 
be commissioned tossubmit sketches and 
scale models. One thousand dollars each 
will be paid for these preliminary render- 
ings, and from these one mural and one 
piece of sculpture will be chosen. 

Museum of Modern Art, 11 W. 53 
Street, New York, is requesting entries 
for its exhibition “Recent Drawings 
U. S. A.” to open next spring. All entries 
must be for sale and must have been 
done since January 1, 1950. One to three 
drawings may be submitted. Deadline is 
November 1, 1955. Entry cards are now 
available. 























30-sheet posters, 
other outdoor innovations 


Outdoor Advertising Association of 
America has announced the trial use of 
3o-sheet posters for outdoor advertising. 
The new size differs from the 24-sheet 
by increasing copy area one-quarter. Out- 
side dimensions remain the same — 25 
x 12’. Inside copy area is increased from 
234” x 104” to 263” x +16”. This is ac- 
complished by decreasing the white 
“blanking” space, usually left around the 
ads, from 24” at the sides and 1014” top 
and bottom to only 414” all around. In 
November 1956 the OAAA will consider 
adopting the go-sheet poster as the new 
standard. 

Kromkote-type paper for outdoor 
posters is becoming more widely used. 
The past paper was 60 lb. weight; the 
Kromkote is 70 Ib. Its slick surface is said 
to give better color reproduction, espe- 
cially for photography; it lasts longer 
and gives a “quality” finish. 

A new gimmick is being used by United 
Artists to advertise their “Not as a 
Stranger” movie. Luminous plastic beads, 
finely ground, are applied under pressure 
to surface which contains an adhesive 
substance. These colored beads are used 
in conjunction with Day-Glo radiant inks 
to emphasize the outline. 
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Design with product Announcing the 

new Charles of 
the Ritz lipstick is this full color ad pho- 
tographed by Herbert Matter of Studio 
Associates for Bernard Goldberg, AD at 
The Rockmore Co. The campaign start- 
ed with one lipstick, as at the lower right 
of this ad, and one line of copy, logo and 
price. The rest was space. 


New paint doesn’t curl tissue 


Gallery Paints offers a new medium 
which is said to combine the qualities of 
oil, tempera and casein. It can be painted 
on bond or tracing paper without curl- 
ing or wrinkling, even when using as a 
wash. The paint can be used on acetate, 
glossy stats without bleeding and on il- 
lustration board, canvas, gesso etc. It 
can also be used over oil, watercolor and 
pastel, and can be overpainted by oil and 
watercolor, when used with a wetting 
agent. The colors, a range of 18, dry 
waterproof and permanent. For further 
information, Gallery Paints is at 148 E. 
46 St., New York 17. 


Munce heads illustrators group 


Howard Munce, art director of Cunning: 
ham & Walsh, has been elected president 
of the Society of Illustrators, New York. 
Arthur William Brown was re-elected 
Honorary President. 

Other new officers are Carl Bobertz 
and Alex Ross to first and second vice 
presidents; August Schalleck of Shipman 
Studios, treasurer; Alfred Avison, asso- 
ciate treasurer; Juke Goodman, Cun- 
ningham & Walsh, corresponding secre- 
tary; and Ann Wolf, recording secretary. 
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as perfectly matched as... 


BOTANY 


As alike as — Striking ad for Bot- 
you-know-what any yarns is based on 

the old familiar com- 
parison. Peas, pods and balls of yarn 
demonstrate the color match qualities of 
the product. Art director: David H. 
Charney; photographer: Stan Rockfield; 
ageny: Ehrlich & Neuwirth. 


New Ansco color film 
triples speed 


Anscochrome is a new high-speed color 
film three times faster than Ansco Color 
Film, which it replaces. The normal day- 
light exposure index (A.S.A.) for the new 
film is 32, but it is possible with special 
processing to boost the speed to such 
heights as 160. 

It is available in 35mm and 120-160 
roll film sizes and will soon appear in 
sheet film. It may eventually be made in 


f cine sizes. 


Anscochrome combines the qualities of 


projecting well and printing well—onto J 


Printon, Ansco’s color print material. 
The color gradation and contrast are 
softer than usual in projection, yet they 
retain brilliance—highlights are crisp, 
shadows are dense and black, colors rich. 
Tests show no color distortion in shad- 
ing—dark areas simply get darker, do not 
fade into blue. No graininess pattern is 
evident in usual projection and printing 
practices. Engravers are said to find no 
difficulty in producing good plates from 
Anscochrome slides exposed at ratin 

from 32 to 160. - 
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The artist who cre- 
ated this charming 
ad for Caron is not known. According 
to King Rich, AD at Albert Frank- 
Guenther-Law, the Parfums Caron ads 
are created in Paris. 


Created in Paris 





Similar formats use These two fab- 


visual surprise ric ads appear- 
ed in the same 


issue of The New York Times Magazine. 
Both feature a large photograph and 
brief copy and both use an incongruous 
vehicle to capture reader attention and 
to give identification to the series. 

In each Springmaid ad an unusual 
type of vehicle is used for background 
illustration. This College-Town Sepa- 
rates ad has a drawing by Dolores Red- 
mond, after an old Currier & Ives Print 
of a locomotive. Art director is Morris 
Tragerman, George N. Kahn Co., and 
photography is by Ray Salowinsky. 


The Reeves ad copy gives information . 


about color, sizes, price and stores that 
carry the dresses. Photograph (this one 
is by William Ward) is taken first and 


~ AD Ron Wilson of Gotham Advertising 
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builds the layout and copy around it. 
Models were Pat Donovan, Jim Eilers 
and Georgia Hamilton. 

Fuller Fabrics is using a similar for- 


» mat, also in the Times, as shown in the 


May issue of AD&SN. 
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Nev film lettering 
serv -e available 


Proty»¢ is the name of a new method of 
film pe composition. Essentially devel- 
oped ‘or display composition, it offers 
over 00 type styles in regular and odd 
sizes ‘-om 6 to go points. 

Ad\.ntages claimed over other photo- 
displa. composition methods are preci- 
sion |: ,eup of characters and sharpness 
of the image. Copy can be set line by 
line, rether than in a continuous strip. 
Protyp: aims to meet demand of lithog- 
raphers and silk screen printers for a 
rapid professional yet inexpensive 
method’ of display composition. 

At present the service is available from 
Photo-Lettering, Inc., 216 E. 45th St., 
New York 17, MU 2-2346. It was develop- 
ed by Edward Rondthaler and Harold 
Horman of Photo-Lettering, Inc. Eventu- 
ally the Protype machine and Profont 
negatives will be made available to the 
trade. Protype meets a different demand 
than that filled by Photo-lettering. Pro- 
type provides only one print on a special 
paper, does not attempt to fit type to a 
layout or curve, stretch or otherwise al- 
ter the basic type character. It can vary 
letterspacing, wordspacing and leading. 

Several leading advertising agencies 
have been using Protype service in its 
developmental period and its founders 
have now made the service generally 
available. Specimen showings of some of 
the available faces can be obtained from 
Photo-Lettering, Inc. 


New publication underway 


Reta:! Jeweler is a new monthly news- 
paper, tabloid size, which features trade 
information and merchandising ideas. 
Elliot Wiener is the art director. He buys 
all kinds of black-and-white art — car- 
toons, jewelry illustrations, spots and 
some photography. Offices are at 23 W. 
47 St., New York 36, N. Y. 

Two new magazines are joining The 
Mot Group, formerly called Auto- 
motive Periodicals, 270 Madison Ave., 
New York. Sports Cars Illustrated and 
Offic::1 Racing Guide have been added 
to th~ other publications of the firm— 
Car ife and Speed Age. Sid Greiff is 
the «:t director for the group. 

Es.ential Books will announce and 
descr'be all Oxford University Press 
bool as well as selected new books of 
Briti.!: and American university presses. 
It w'! be published five times a year by 
Oxfi.rd, beginning in October. It will go 
chie“'y to faculty members and libraries 
im «| colleges and universities in the 
US. General public may subscribe. Essen- 
tial Sooks, Inc., Fair Lawn, N. J. 

U'ah Gardens is being published 
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monthly by Intermountain Industry 
Publishing Co., 220 ~Dooly Bldg., Salt 
Lake City, Utah. 

A national magazine for the physically 
handicapped is a new monthly published 
at 16270 Lamphere Rd., Detroit 19, 
Called Handy-Cap, the magazine is 
pocket-sized. 

The underwater sports field has a new 
magazine—Water World — which bowed 
last month. Robert E. Peterson is the 
publisher, 5959 Hollywood Blvd., Los 
Angeles, Calif. 


Harry Watts On June 15th, Harry 
celebrates 25th Watts celebrated his 

25th Anniversary in 
the Commercial Art Field. From a “one- 
man” Studio twenty-five years ago, Harry 
Watts, Inc. has grown to be one of the 
largest studios in New York. 

As of July ist, the Company will be 
known as Harry Watts Associates, Inc., 
under the management of Walter Keely—- 
Vice President, assisted by Cecile 
Herbers, Secretary and Treasurer, Ken 
Berkes, Bill Stoddard and Jack Prink, 
stockholders. 

Mr. Watts continues as President and 
will serve in an advisory capacity. 


Upped to V P_ Lee LeBlanc has been 

elected vice president 
of the Corporation of Arnold & Co., ad- 
vertising, Boston. Mr. LeBlanc has been 
art director at Arnold for the past five 
years. 


ADs Mancini, Weber promoted 


Richard A. Mancini, vice president and 
art director at Lennen & Newell, Inc., 
has been named senior vice president 
and -administrative art director. 
William Weber, art director, has been ° 
raised to the post of vice president. 


Photography workshop announced 


The Workshop Course in Creative Pho- 
tography has been described in a bro- 
chure from the Rabinovich Photography 
Workshop, 40 W. 56 St., New York 19. 
The course runs 25 weeks with four 
sessions per week, days or evenings. Fee 
is $500. For further information, write 
the Workshop. 


Whatever your reason for getting there faster... 


oc-7 


Transportation ad Most transporta- 
shifts emphasis tion ads put heavy 

emphasis on the 
equipment, but Douglas has stressed in 
human, emotional terms the result of the 
DC-7’s speed: “Shortest distance between 
two hearts is a DC-7.” This ad is one of a 
series appearing in SEP, Life, Collier's, 
Holiday, The New Yorker, Sunset and 
The Reader’s Digest. All are four-color 
pages with a single column b&w ad 
across the gutter. This column, featuring 
a list of airlines flying Douglas planes, is 
illustrated by a small close-up from the 
color illustration. 

This photograph, by Robert Doisneau, 
appeared in the 1953 U. S. Camera 
Annual. It was also shown in the Mu- 
seum of Modern Art’s Family of Man 
exhibition, held recently in New York. 
It was a black and white colored by the 
flexichrome process. 

The New York and L. A. offices of J. 
Walter Thompson work together on the 
ads. This one was ADed by Charles Zieg- 
ler of the New York office. 

(continued on page 75) 
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new camera and photo paper improve TV pictures; 


Polaroid camera aids artists; new type specimens 


TV rebroadcasts of original live shows 
have been notorious for poor visual qual- 
ity. Conventionally they have been made 
from kinescopes—a motion picture taken 
from the face of the tube. Several new 
cameras and techniques have been devel- 
oped to improve reproduction quality of 
the rebroadcasts. Common aim is to 
simultaneously broadcast the live show 
and record it directly on movie film. 
Cameras developed by McCadden Pro- 
ductions, Los Angeles, and by Allen B. 
Du Mont Laboratories Inc. of New Jer- 
sey employ a single lens to transmit the 
image to both movie and TV cameras. 
Unit developed by Camera Vision Pro- 
ductions Inc., Los Angeles, operates two 
cameras in tandem. 
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DELICATE yet vigor 





Flexo-Lettering Century: Earl Uhl has 
designed a new series of Century Alpha- 
bets for Flexo-Lettering of Chicago. 
Series contains complete family of 
weights, proportions and italics. 
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V for Tv: Kodak Opal Paper, V, has a 
suede surface that adds to illusion of 
depth and provides a virtually reflection- 
free surface. These features have made it 
particularly suitable for prints to be 
placed before TV cameras. 


Polaroid camera speeds art: Writing in Rush 
magazine, artist Bernard Burroughs re- 
lates his experience with the Polaroid 
Land camera for photographing models, 
props, settings. He finds the picture-a- 
minute camera (which delivers a devel- 
oped positive paper print a minute after 
exposure) gréatly increases his produc- 
tivity and ability to handle rush work. 
On a recent assignment calling for illus- 
trations for B.V.D. ads, he and his wife 
modeled the merchandise and took 10-20 
pictures of each other in each garment 
in different poses and with different 
lighting. Best shots were chosen as illus- 
trator Burrough’s guides. In other cases 
he has used the camera to photograph 
hard to obtain props (an alligator for 
another B.V.D. ad) and a Buddha which 
he shot in an antique shop. Polaroid 
prints in an opaque projector can be 
used for tracing outlines in enlarged, 
reduced, or same size, again increasing 
the artist’s productivity. 





Catalina 





Fotosetter typestyles: New specimen 

ings of seven Fotosetter typefaces ar: 
available from the Intertype Corp 
Furman St., Brooklyn, N. Y. Fac: 
Garamond, Futura, Cairo, Century 
kerville, Bodoni, and the new Ca 
designed by lettering artist Emil Kh 
Catalina was so designed that lin: 
be justified and letters remain joi! 





PRIS IS SA 





Imported typefaces: Specimen show 
imported typefaces now availab! 
Philmac Typographers, New Yor! 
include Fontanesi (handled exc! 
and shown here), Hidalgo, Egmon 
Outline, Duo Solid, Mistral, Clar 
Hellenic Wide, Metropolis Bok 
Profil. 


show- 
now 


360 
are 
Bas- 
lina 





Detroit 





there’s a new look 
an Detroit’s 


7th annual exhibition 


There is a new look in Michigan 
advertising art...as heavy indus- 
try becomes more aware of the sell- 
ing power of superior art presen- 
tation. 

The so-called “Editorial” ap- 
proach is very much evident in this 
year’s exhibition. Outstanding 
pieces were selected in each cate- 
gory, giving a timely show repre- 
sentative of the quality being pro- 
duced in Detroit. 

From the 155 accepted pieces of 
art, 25 First Awards and 27 Honor- 
able Mentions (all shown here) 
were selected. 

Television commercials were ac- 
cepted for the first time this year 
...and were one of the most excit- 
ing parts of the show. Proving once 
again that good art well-presented 
can produce commercial with “Hard 
Sell” and still be interesting and 
entertaining to the viewer. 

Over five hundred AD’s, artists, 
photographers, and their guests at- 
tended the Seventh Annual Awards 
dinner. Suren Ermoyan of Lennen 
& Newell, N. Y., addressed the club 
and presented the awards. Mr. 
Ermoyan was one of the four judges 
for the show. 

Club president, Robert V. Hunger- 
ford of the Campbell-Ewald Com- 


pany also addressed the group, and 
Bud Guest, popular Detroit man- 
about-town was emcee for the night. 
Award winners were presented their 
medals by Millee Kelley, recently 
elected queen of the club. She was 
attended by a court of eight other 
Detroit models, runners-up in the 
club’s queen contest. 

Ralph Breeding of J. Walter 
Thompson, Detroit, presented 
awards to students for their work 
in designing the brochure for the 
show. Detroit does this each year as 
part of their educational program. 

Other than Mr. Ermoyan, judges 
for Art Directors’ Awards were 
C. F. Korten of K. & E., New York, 
formerly of the Detroit Club; Nel- 
son Winkless of Louis Needham, 
Brorby, Chicago, and Neil Fujita, 
Art Director for Columbia Records, 
New York. 

The surprise of the evening came 
when emcee Bud Guest appeared on 
14 TV sets spotted around the main 
ballroom to announce that he was 
delayed at Detroit’s radio station 
WJR. Seconds later, he appeared 
at the speaker’s table. The club had 
made use of an elaborate closed- 
circuit TV hookup which was used 
later in the program to give the 
audience a first-hand look at the 
winning TV awards. 
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artist/Bruce Bomberger 

art director/James N. Hastings 
agency/Campbell-Ewald 

advertiser/Chevrolet Motor Div., General Motors 


artist/Cle Clark 

art director/James Donahue 
agency/Howell Young 
advertiser/Briggs Mfg. Co. 


artist/Allan Kass 

art director/George T. Sparks 
agency/MacManus, John & Adams 
advertiser/Dowell 


art director/Fred Peck 
agency/Grant Adv. 
advertiser/Dodge Div., Chrysler Corp. 


artist/Albert Gommi 

art director/A. B. Scott 
agency/Campbell-Ewald 
advertiser/Champion Paper & Fibre Co. 


artist/Margaret Kinkead; Emily Reno 
art director/Bud Donahue 

agency/J. L. Hudson Co. 
advertiser/J. L. Hudson Co. 


artist/Bob MacKenzie 

art director/Jonis Gold 
agency/Kenyon & Eckhardt 
advertiser/United Foundation 


art director/James Real 

agency/Campbell-Ewald 

advertiser/Chevrolet Motor Div., General Motors 
Corp. 


artist/Early American advertising cuts 
art director/Robert Ferguson 
agency/University of Michigan 
advertiser/Men’s Glee Club 


artist/Scott Johnston 

irt director/Ralph H. Breding 
agency/J. Walter Thompson 
advertiser/Ford Div., Ford Motor Co. 


artist/Ben Jaroslaw 

art director/Vernon Isbell 
agency/MacManua, John & Adams 
advertiser/Pontiac Motoe Car Co. 


artist/John Davenport & Mason Studios 
art director/Mack Stanley 

agency/Mack Stanley & Co. 
advertiser/Parke, Davis & Co. 


artist/Hans Erni 

art director/Mack Stanley 
agency/Mack Stanley & Co. 
advertiser/Parke, Davis & Co. 
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art director/George Lenox 
advertiser/University of Michigan 


artist/Emmett McNamara 
art director/John Caron 
advertiser/Chrysler Corp. 


artist/Maiteland R. LaMotte 
art director/Robert Ferguson 
agency/University of Michigan 
advertiser/School of Nursing 


artist/Boulevard Photographic 

art director/Fred Peck 

agency/Grant Advertising 
advertiser/Dodge Div., Chrysler Corp. 


art director/Fred Peck; Jack Carmichael 
agency/Grant Advertising 
advertiser/Dodge Div., Chrysler Corp. 


artist/Charles Culver 

art director/Arthur T. Lougee 
agency/Ford Publications 
advertiser/Ford Motor Co. 


script writer/Art Ross 
agency producer/Bob Sawyer 
film prod. co./Sun Dial Films 
agency/Campbell-Ewald 
advertiser/Flagg Bros. Shoes 
title/Dancing Shoes 


artist/Warren Winstanley; Rio Studio 
art director/Glenn Smith 
agency/Campbell-Ewald 
advertiser/Burroughs Corp. 


artist/Bob Smallman 

art director/Eugene F. Duffy 

agency/CeCo Publishing Co. 

advertiser/Chevrolet Motor Div., General Motors 
Corp. 


artist/Walt Wiggins 

art director/Eugene F. Duffy 

agency/CeCo Publishing Co. 

advertiser/Chevrolet Motor Div., General Motors 
Corp. 


artist/Mike Doyle; Dave Lindsay; Len McCulloch 
art director/Harry Stalley; Per Hogestad 
agency/Ross Roy 

advertiser/Chrysler of Canada 


art director/John Hubley 
artist/Stan Walsh 

agency a.d./Ben Goldstein 
agency/W. B. Doner & Co. 
advertiser/Top Pop Products 
title/E-Z Pop 
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art director/Georges Michel 

agency/Campbell-Ewald 

advertiser/Chevrolet Motor Div., General Motors 
Corp. 


artist/Robert Riggs 

art director/Fred Simper 
agency/MacManus, John & Adams 
advertiser/Bower Roller Bearings 


2 artist/Gordon McGowan 


art director/James Trumbo 
agency/Campbell-Ewald 
advertiser/Delco Products 


art director/Richard A. Huff 
advertiser/Bulletin of the A.S.H.P. 


artist/Fred Ludekens 

art director/James N. Hastings 

agency/Campbell-Ewald 

advertiser/Chevrolet Motor Div., General Motors 
Corp. 


art director/R. V. Hungerford 
agency/Campbell-Ewald 
advertiser/Burroughs Corp. 


art director/George Guido 

agency/Campbell-Ewald 

advertiser/Chevrolet Motor Div., General Motors 
Corp. 


artist/Bill Reinecke 

art director/Bill Johnson 
agency/Kenyon & Eckhardt 
advertiser/Mercury Div., Ford Motor Co. 


artist/Jim Hansen 

art director/James N. Hastings 

agency/Campbell-Ewald 

advertiser/Chevrolet Motor Div., General Motors 
Corp. 


artist/Richard Kozlow 

art director/Richard Kozlow 
agency/Luckoff & Wayburn 
advertiser/Twin Pines Farm Dairy 


artist/Roy Jackson 

art director/Howard Johnson 
agency/Hall-Scott & Assoc. 
advertiser/Argus 


artist/Bill Moss 

art director/Arthur T. Lougee 

agency/Ford Publications 
advertiser/Lincoln-Mercury Div., Ford Motor Co. 


art director/Mack Stanley 
agency/Mack Stanley & To. 
advertiser/Mack Stanley & Co. 


art director/R. V. Hungerford 
agency/Campbell-Ewald 
advertiser/Champion Paper & Fibre Co. 


artist/David Lindsay 

art director/Robert Andrus 
agency/Kenyon & Eckhardt 
advertiser/Mercury Div., Ford Motor Co. 


art director/Robert V. Hungerford 
agency/Campbell-Ewald 
advertiser/Mittag & Volger 


artist/Cle Clark 

art director/C. F. Korten 
agency/Kenyon & Eckhardt 
advertiser/Lincoln Div., Ford Motor Co. 


artist/Joe Covello 

art director/Eugene F. Duffy 

agency/CeCo Publishing Co. 

advertiser/Chevrolet Motor Div., General Motors 
Corp. 


art director/John Weigel 
agency/Ford Motor Co. 
advertiser/Lincoln-Mercury Div., Ford Motor Co. 
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artist/Philip Davis 

art director/C. F. Korten; Douglas MacIntosh 
agency/Kenyon & Eckhardt 
advertiser/Lincoln Div., Ford Motor Co. 


artist/Larry McManus 

art director/Steve Medvik 

agency/Brooke, Smith, French & Dorrance 
advertiser/Hudson Div., American Motors 


art director/John Hubley 
artist/Arnold Gillespie 

agency a.d./Ben Goldstein 
agency/W. B. Doner & Co. 
advertiser/Faygo Beverage Co. 
title/Faygo Kid 


art director/John Hubley 
artist/Earl Kline 

agency a.d./Ben Goldstein 
agency/W. B. Doner & Co. 
advertiser/Faygo Beverage Co. 
title/Faygo Uptown 


art director/John Hubley 

artist/Phil Monroe 

agency a.d./Ben Goldstein 

agency/W. B. Doner & Co. 
advertiser/Speedway Petroleum Corp. 
title/ Long Gallon 


art director/John Hubley 

artist/Paul Julien 

agency a.d./Ben Goldstein 

agency/W. B. Doner & Co. 
advertiser/S peedway Petroleum Corp. 
title/French Tazi 


art director/John Hubley 
artist/Arnold Gillespie 

agency a.d./Ben Goldstein 

agency/W. B. Doner & Co. 
advertiser/Speedway Petroleum Corp. 
title/Dry Bones 


director-writer/Bob Mack 

film prod. co./Desilu Productions 
agency/Grant Advertising 
advertiser/Dodge Div., Chrysler 
title/Rusty Hammer Pretends 





Each year the Detroit club selects the cover design for the 

July issue of AD&SN by conducting a contest throughout local 
ad agencies and studios. A panel of 3 leading Detroit AD’s 
made their selection this year from an enthusiastic response 

of forty-five high-quality entries. 

In addition to the winning design by Don Silverstein, other 
entries reproduced on these pages were close candidates. 
Honorable mention was awarded to Paul Samuelson, Lee 
Culler, Bob Lewis and Robert Ryeson. 

The judges were: 

John Weigel of Ford Motor Publications, Harley Melzian of the 
W. B. Ford Design Corp., and Robert Ferguson, of the 
University of Michigan Publications Department. 


etroit’s 3rd Cover Contest 


Bill Smith & Steve Medvick, Brooke, Smith, 
French & Dorrance 


Paul Samuelson, Campbell-Ewald Company 
Robert Ryeson, M.D.M. Studio 

Al Schroeder, M.D.M. Studio 

Lee Culler, Canfield Associates 

Bob Lewis, Clarke, Sutton & Carmack Studio 


























The main identification sign, one of four 
constructed of welded ‘H’ steel beams. 
Sign panel porcelain enamel. Note three 
dimensional symbol. Logotype, Clarendon 
extended. Height 36 feet. 

Designed by Alvin Lustig. 


Hudson’s northiand a new concept of art-direction 


The st important element of graphics 
tt Northland was its symbol. 
d by Victor Gruen and Alvin Lustig. 


rector & Studio News / July 1955 


THE OPENING of Northland, Detroit’s newest and largest shop- 
ping center marked the beginning of a new direction for art. 
Architect, Sculptor and Graphic Artist combined forces to inte- 
grate age old media in a new way. The planning for the center 
abounded in well founded economic and commercial analyses, yet 
the Architect, Victor Gruen, was well aware that its success 
depended also on other factors. A segment of downtown was 
being created in the wilderness of a modern suburb. A mass of 
stores surrounded by paved parking lots, in turn surrounded by 
another mass of ranch homes, sounds like one of those war-time 
outposts with a three mile landing strip and a hotel De Gink. 
Northland had to break the suburban barrier, and bring to the 
suburbs the human qualities and attractions of large downtown 
cities. This was the object which brought together such men as 
Karl Van Leuven, the Director of the Detroit Office of Victor 
Gruen Associates, Inc., and Alvin Lustig, Graphics Consultant 
for Victor Gruen. 

Any element of refinement which might be used would, in its 
own way, be serving a commercial end by attracting shoppers 
and by satisfying their less articulate requirements of a pleasant 
and relaxed shopping atmosphere. 

The coordination of the elements of Architecture, Sculpture, 
and Graphic Art at Northland has proved to be highly successful. 
Over a million square feet of building area, surrounded by park- 
ing for 8900 cars (the basic ingredients of Northland Center) is 


Author Dick Jennings is a sculptor with Victor Gruen Associates. In describing 
the graphics in Detroit’s Northland, he regards the project as a huge 3-dimen- 
sional civic-minded retail advertising and sales promotion problem. 
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: inner courtyards 
: Northland at night 
: The Cat, by Arthur Kraft 
Mobile Pool, by Richard Jennings 
The Turtle, by Arthur Kraft 
Fish, by Malcolm Moran 
North Mall 
Courtyard sign 
Bear and Boy, by Marshall Fredericks 


PTURE — that is, sculpture out in the world 
people walk around it and eat ice cream cones 
t. Give walking directions in reference to it, 
rutinize it and opinionate it. Such sculpture, 
combined with its surrounding plantings and 
yards performs a useful and determined 
se, 
sculpture at Northland functions to give a 
n scale to the courtyards, to provide focal 
8 of interest, and to conplement the more 
re masses and planes of the surrounding build- 
The active quality of the store fronts, with 
displays and identification signs require also 
the sculpture be colorful and decorative, equal- 
their surroundings in general appeal. 
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warm, human and inviting, and offers an exciting contrast to its 
surroundings. 

There is a stage which can be set, the grace of architecture, 
the interplay of architectural and sculptural forms, the inherent 
conscious and unconscious meanings of the composition of the 
sculpture. Such is the stage, add people, some with a purpose 
and some meandering, and a human reaction as old as man’s 
society is set in motion. 

This ageless formula of architecture, sculpture and people has 
been applied at Northland. Victor Gruen is a pioneer in the 
understanding of this basic necessity of man to seek a nucleus 
for commercial activity, and in the perception of how the auto- 
mobile has deprived modern suburban residents of a focus for 
social instincts and activities. 

As precedents for Northland’s sculpture program, Mr. Gruen 
has drawn on the principle of Greek Agoras, or market places 
where Athenians and other Hellenic city dwellers gathered as 
early as dawn for the transaction of commerce, political wran- 
gling, philosophical discourses, and social intercourse. Medieval 
cathedral towns and their market places abounding in sculpture, 
people, religion and commerce, were also influencing factors. 

The concept of a shopping center is, in effect, the best present 
solution to the problems which confront a modern shopper in an 
automobile. Easy access over high-capacity, fast highways, con- 
venient parking, minimum walking distances, covered walkways, 
complete shopping and the separation of truck trffiac from car 
traffic, and car traffic from foot traffic; such are the facilities 
which all shopping centers strive for in one way or another. 

The inner courts of Northland present an inviting condition. 
Here are covered walks, planting areas, and for once, dense 
pedestrian traffic without the monoxide, noise and aesthetic intru- 
sion of the automobile, police whistle, stop light and news hawkers 
of ordinary shopping districts. Shade trees and rest benches per- 
mit casual loafing and engender a quiet and relaxed atmosphere. 

Auditoriums and a community center are made available to 
local community activities. All this in the name of shopping. 

Northland serves an intimate role to the residents of its trade 
area. To those who visit Northland weekly, and they are num- 
bered in the hundred thousands, it has taken on a personal flavor. 
They know the courtyards, the stores, the buildings and the 
sculpture by heart. The impact of the surroundings has receded 
into general atmosphere, warm, inviting, friendly and entertain- 
ing. Hardly comparable to the conditions in a museum, which is 
the traditional resting place for sculpture. 


sculpture 

Such were the commercial and architectural conditions under 
which Northland’s thirteen pieces of sculpture were undertaken. 
Five sculptors were commissioned; Marshall Fredericks, Richard 
Jennings, Arthur Kraft, Gwen Lux and Lily Saarinen. 

Tradition was applicable only in principle, for here was a 
captive audience. Husbands stranded with restless children, 
children stranded with restless fathers, housewives on voracious 
search parties for bargains and lost relatives. The sculpture had 
to be a three dimensional public relations program, with a perma- 
nent appeal, not necessarily a message unless it suggested a 
release or a moderate escape. Diversion and entertainment of 
children was another objective. One expects a certain amount of 
cynicism from an adult, but the leaven of childish imaginations 
encouraged a whimsy which could be directly communicated. 

The success of the sculpture program in a commercial sense is 
already recognized. Indirect advertising within the trade area 
by word of mouth, in some cases similar to the old refrain, 
“they’ve gone about as far as they can go,” brought an immediate 
throng of people after opening. Publicity was built around the 
sculpture which personified Northland, and gave it a quality 
which was fixed in the minds of the residents of the trade area. 
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Top: Awning design by Alvin Lustig 


Below: The Great Lakes, by Lily Saarinen 
Right: Totem, by Gwen Luz 





Traffic control sign 
by Alvin Lustig 








Northland was identified as an area for shopping, not as a group 
of stores, and the name was absorbed as a place name, and not 
as a store name. 

The most important element of graphics design at Northland 
was its symbol. This symbol was destined to be used as a line cut 
in newspaper advertising, as a three dimensional object, in gold 
leaf on large glass doors and panels, in steel on a water tower 
120 feet high, in ceramic glaze on tile and in a lollypop. It had 
to be symmetrical, geometric, ambidextrous, insoluable and sym- 
bolic. Naturally, there had to be something north in it as well. 
The Northland symbol was the result of the collaboration of 
Victor Gruen and Alvin Lustig, the graphic consultant on the 
Northland project. 

The Northland logotype, which is extended Clarendon, is used 
universally wherever the title Northland Center occurs. The 
signing of other buildings such as the power house and the 
service facilities is also done in extended Clarendon. Thus the 
commercial unit known as Northland and all of its pertinences 
are always identified in contrast to the individual components 
or separate stores, with their own individual logotypes. 

Careful control of individual tenant store signing was als 
maintained through the tenant lease agreement, which limit 
size, depth and placement, and also calls for the architect 
approval. The dividing line between NORTHLAND and eac 
Tenant was approached at the store awning, which was the mos 
visible portion of the Center shared by the tenant. Here the sto 
name appears in Clarendon, and on sunny days when the awning 
are dropped, the importance of this distinction becomes very rea 

Traffic control introduced another field for the graphics d: 
signer. The even flow of traffic (8900 cars) in and out of th 
Center, and the identification of each of nine parking lots from ti 
surrounding highways depends upon a system of signing whic 
can be read from a car at a glance, yet does not intrude upon tl 
landscaping or architecture. 

At Northland the elements of downtown shopping distric 
have been re-evaluated and rearranged. Store sizes, types, al 
locations have been determined on the real basis of which can g 
there and what they want. Sculpture has been used with arcl 
teeture and people in mind. Signs and outdoor advertising ha’ 
been designed to attract and inform; not to compete and confus 
Architects, designers, sculptors, artists, have contributed the 
talents along with economic analysts, engineers, retailing specie 
ists, and business men to create a more efficient, more attractiv 
coordinated shopping district which revives those elemen 
humans seek without the liabilities of poor access and inefficie: 
service, 











Upcoming photographer 


Part-time Detroiter Phil Davis says he came by his knowl- 
edge of photography “the hard way,” meaning the whole 
thing started as a high school hobby, progressed to the used- 
Contax stage after he entered the Army in ’40, and flour- 
ished vigorously in an Air Force aerial photography school. 
After the war came a stint at the Albright Art School in 
Buffalo — where Phil worked as a student-teacher in the 
photo lab while he completed his Advertising Design course. 
Keeps busy these days as Assistant Professor in the Depart- 
ment of Art at the University of Michigan in Ann Arbor — 
and as a practicing photographer popular with Detroit 
AD’s. First love: the technical side of the photographic 
process. Likes to put his resourcefulness and imagination 
to work doing new things in new ways. Teaching plus pro- 
photography plus hobbies like audio-electronics and fishing 
add up to Phil’s idea of a happily balanced life. 
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special purpose electron tubes! 
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selling printing paper 
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THE CHAMPION PAPER ANO FIBRE COMPANT 





to sell paper, first you photograph a brick wall 


background: For several years after 
The Champion Paper and Fibre Com- 
pany had developed a patented cast 
coated paper, marketed under the trade- 
mark Kromekote, it was advertised in the 
usual way through selective trade press 
publications. That is, a sheet of Krome- 
kote brand paper was inserted in the 
mayazine. On it was printed artistic draw- 
ings or photographs of moving human 
interest, a short copy message, and the 
matiufacturer’s name. 


problem: However, it was soon appar- 
ent to the Champion people and their 
adv rtising agency that the development 
of . full line of the cast coated paper 
deranded a different sales approach, 
Th. suggestion was made that maybe the 
artistic drawings and moving human 
intrest photographs were too distract- 
ing Could it be that the reader became 
so grossed in the intricacies of the pic- 
tur’ itself that he forgot that it was the 
sup rior Kromekote cast coated paper 
the made such excellent reproduction 
po: ‘ble? Champion thought that maybe 
it as. 


so ition; The real problem, then, was 
to lemonstrate reproduction and not 
ha = the paper buyer’s interest diverted 
in other directions. In an effort to un- 
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ravel the problem, Alger B. Scott, Art 
Director at Campbell-Ewald, hit upon 
the idea of showing textures. If, he re- 
flected, you could present on Kromekote 
paper a texture so real that you could 
almost feel it, Kromekote’s superlative 
qualities of reproduction would be 
graphically illustrated. With this idea of 
emphasizing texture, he photographed 
a brick wall at close range, and rushed 
it to his dark room for development. No 
doubt about it. Here was the answer. The 
subject, a brick wall, was in itself unin- 
teresting. It did not distract the reader 
from the paper or from the quality of 
reproduction. Yet, the superior reproduc- 
tive qualities inherent in Kromekote 
were demonstrated by the infinite details 
of the brick wall and how clearly and 
realistically they could be reproduced. 

A rough black and white layout accom- 
panied with extremely short copy was 
submitted to Champion. They immedi- 
ately foresaw the possibilities of a cam- 
paign predicated on this theme and gave 
the go-ahead. 

That was in 1951. In 1952, the first ad 
of the campaign made its appearance. 
Until 1954, the textural subjects covered 
the sheet with the exception of the short 
copy area. (See sample of past Award 
Winners). In January, 1955, the layout 


was modified to show more white paper 
and still retain the textural feeling. (See 
sample of the “Files” insert). 


result: Since the inception of the cam- 
paign, these inserts have received a goodly 
share of critical praise. Five inserts have 
been recipients of awards from Art Direc- 
tors clubs. Three more have won awards 
in national lithographic competition*. 
More importantly, however, Champion’s 
sales personnel have received this cam- 
paign with high enthusiasm, finding it a 
distinct advantage in their sales work. 
Furthermore, many other advertisers 
whose products are allied to those illus- 
trated on Kromekote advertisements have 
borrowed the plates from Champion, 
adapted them to their own specific uses 
and printed thousands of pieces —on 
Kromekote, of course. Kromekote Cast 
Coated is now widely and effectively used 
for an almost infinite variety of printing 
jobs—postcards, labels, menus, brochures, 
advertising literature, etc.—due in part to 
an art director who saw a brick wall not 
as a dead end but as a stepping stone 
to more effective advertising and bigger 
sales. 


*(NOTE): Two won awards and one honorable 
mention. 

Client: The Champion Paper and Fibre Company 

Agency: Campbell-Ewald Company 
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RAND RAPIDS 


The Baltimore Art Directors Club 5th Annual Exhibition 
was put forth to show the people of Baltimore how 

their artists sell the products they produce to the world. 
The exhibition was shown this year in the Enoch Pratt Free 
Library, where the club feels the show can reach an 
excellent cross section of the people and points up once again 
the precepts upon which the Club was founded — 

to carry on educational programs and further promote 

an exchange of ideas between artists, art director and layman. 


by DeWitt Battams 


fifth baltimore art directors show 


Look at thie one, Gene Hoover (AD, Kaufman & 
Associates, Washington, D. C.) tells fellow judges illus- 
trator Robert Riggs and Sat Eve Post cartoonist Leo 
Hirsh field. 





Magazine ad art, b/w 
Artist: Boyd Mettee 
Client: Alloy Rods Co. 


Newspaper ad art, general 

Artist: Paul Hagan 

AD: Alfred Cascino 

Agency: Applestein-Levenstein & Golnick 


Newspaper ad art, product 
Artist: Blakeslee Lane 
AD: Lew Waggaman 
Agency: VanSant-Dugdale 
Client: Crosse & Blackwell 


House organ art 
Artist: Blakeslee Lane 
Client: C&P Tel. Co. 


Editorial art, b/w 
Artist: C. Ray Weyrauch 
Client: Maryland Fish & Game Comm. 


Magazine covers 
Artist: Robert Wirth 
AD: Robert Ortmayer 
Publication: Motive 
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7) 


8) 


Experimental 
Artist: Lun Harris 


DCU (Design Complete Unit) Magazine ads 
AD: George Adams 

Agency: Joseph Katz 

Client: Pioneer, Darby, Pa. 


Newspaper ads, DCU 

AD: Alfred Cascino 

Artist: Paul Hagan 

Agency: Applestein-Levenstein & Golnick 
Client: Grand Rapids Furniture Co. 


Booklets, direct-mail, DCU 

AD, artist: Alfred Cascino 

Agency: Applestein, Levenstein & Golnick 
Client: Eastern Machine 


Posters, DCU 

AD: Morris Needle 
Artist: James Bingham 
Agency: Joseph Katz 
Client: American Oil Co. 








LIGHT MARCHES ON... 


The Art Directors Club of Boston held its 
end Annual Exhibition of Advertising and Editorial 
Art from May end to 14th at the Boston Public Library. 

Two Hundred examples of New England 
Advertising, selected from more than 1,000 comprised 
this year’s exhibition. 

The show was judged by Albert Cloutier, 

Art Director, Rapid, Gripp & Batten Company 

of Montreal, Canada; Robert Blattner, Art Director, 
Readers Digest; and Arthur Lougee, Art Director, 
Ford Motor Company Publications. 

Presentation of 12 Medal Awards, 29 Merit Awards, 
and one Special New England Award were made 
May srd at the Awards Dinner at which Fred Coe, 
NBC-TV Producer was guest speaker. 

The Famous Artists School Course Award was 
presented to Leo Harrington. 
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Design of Complete Unit 

Art Director: Thomas S. Baker 
Artist: Phil Coyle 

Client: Sylvania Electric Products 


Design of Complete Unit 

Art Director: William Meyer, Jr. 
Designer/Artist: Donald Stoltenberg 
Agency: Container Corp. of America 
Client: Keyes Fibre Co. 


Design of Complete Advertisement 

Art Director/Designer: Leonard Karsakov 
Artist: David Stone Martin 

Agency: The Bresnick Co. 

Client: Security Mutual Life Insurance 


Design of Complete Advertisement 
Art Director: Louis Rheaume 
Designer/Artist: Jack Rothschild 
Agency: F. W. Prelle Co. 

Client: Sloat Chevrolet 


) Design of Complete Advertisement 


Art Director/Artist: George Hyde 
Agency: The Bresnick Co. 
Client: New England Shoe & Leather 


Design of Complete Program 

Art Director/Artist: Robert Pailthorpe 
Agency: Russell Jalbert — Public Rel. 
Client: Newport Jazz Festival 


Art — Advertising and Editorial 

Art Director: John Calkins 

Artist: Mark Kelley 

Client: The First National Bank of Boston 


Art — Advertising and Editorial 

Art Director: Howard Burnham 

Designer: Howard Burnham; W. Esslinger 
Artist: Bea Holmes 

Agency: Copley Advertising 

Client: Joseph Mass 


Art — Advertising and Editorial 
Art Director: J. Spencer Mc Voy 
Artist: Paul Giam Barba 
Agency: Sutherland Abbott 
Client: Eastern Corp. 


Photography — Advertising and Editorial 
Art Director: Donald Bowman 
Photographer: Edward Bishop Studios 
Agency: Sutherland Abbott 

Client: Bristol Brass Corp. 


Television Commercial 

Art Director: Leonard Karsakov 
Artist: BKB Productions 
Agency: The Bresnick Co. 
Client: Coffee Time Syrup 


Special Award — Decorative Mural 
Art Director/Designer: Dave Niles 
Client: First National Bank of Boston 











washington dc’s 


“To exhibit a cross-section of the best 
commercial art and photography 
created in the Washington area... to 
acquaint business and the public 

with available talent ...to foster the 
continued advancement of, and to 
observe the changing influence and 
trends in, commercial illustration, 
photography and design.” 

Such was the stated purpose of 
Washington DC’s Sixth Annual 
Commercial Art and Photography 
Show. More than 800 pieces responded 
to the call and judges Suren Ermoyan, 
Bradbury Thompson, and James C. 
Boudreau selected 223 for hanging. 
Gold medals were awarded to 
8 pieces (shown here) while 28 others 
won Certificates of Distinctive Merit. 

The show was sponsored jointly by 
the Art Directors Club of Metropolitan 
Washington and the Advertising 
Club of Washington. 

Picking winners are judges 
Thompson, Ermoyan and Boudreau. 


th annual 


a/Small direct-mail 
AD, artist and client: Lee Gerlach 


b/Magazine ad 
AD, artist: Bernard Sanders 
Client: Amvets 
Agency: MacLeod & Associates 


ce/Large direct-mail 
AD: Robert Dellett 
Artist: Judith Richard 
Client: Discount Record Shop 
Agency: House & Gerstin 


d/Newspaper ad 
AD: John Burwell 
Artist: John Burwell, Tad Miyashita 
Client: WTOP-TV 


e/Fashion, b/w 
Artist: Sally McNeil 
AD: C. Emil Bix 
Client: The Hecht Co. 


f/General, b/w 
AD: Gene Hoover 
Photographer: James Dunlop 
Client: WMT 
Agency: Henry J. Kaufman & Associ- 
ates 


g/Cartoons and spots, 2 or more colors 
AD, artist: Charles Dunn 
Client: Chamber of Commer.» of the 
USS. 


h/General, b/w 
AD, artist: Gil Walker 
Client: Combat Forces Journc 





yut 


NYAS HOUSES LIONS 


PRESTON FOSTER 


d : 
; 1s 


} if F 
oul: dt « ah oy” ws Bs 
‘ 2 ** & > % . oe 
lars Aa 
a Gh AR Ae EO 


» 4 





Consumer reactions... 


Can you take them at face value? 


When an audience is exposed to artis- 
tic experience, a wide variety of factors 
will influence and determine their re- 
actions. Some of these factors are readily 
available for study; others are more 
difficult to discover; and probably many 
determinants can never be made public. 
In studying what is conveyed by a pic- 
ture, and what it arouses in people, 
the most direct approaches ask 4or intel- 
lectual meaning and a personal evalu- 
ation. That is, 1) what do you under- 
stand by these shapes, colors, composi- 
tions— what do you “see,” in some 
literal, rational sense? And 2) do you 
like it? 

Answers to questions like this can be 
quite informative, especially in giving 
an appreciation of how familiar or 
conventional the stimuli are—how much 
agreement there is among respondents, 
and whether their rational understand- 
ing is the one intended. It is the mark 
of the individualistic artist (whether 
critically praised or derogated) that 
his work is not “understood” by many; 
that people differ in what they perceive 
in it; that the artist claims his true 
meaning is subjective. When such work 
is used in advertising, the result tends 
not to be the communication of the 
artist’s subjectivity (although that 
occurs, too); rather, the audience sees 
it as “Modern Art” and uses that fact 
to interpret about the product. In more 
ordinary situations, the artist’s aim is 
to offer a depiction that will communi- 
cate at least by virtue of its customary 
literal meaning. A recent ad test that 
used very rough sketches to explore 
some suggested layouts brought out the 
fact that what was intended as a clever 
drawing of a dog was seen by almost 
half the people interviewed as some 
other kind of animal, which quite de- 
stroyed the point of the ad. Another 
instance is a woman seen as apparently 
wearing gardening gloves, with nothing 
else in the illustration or the copy to 
make this perception reasonable or rele- 
vant, Thus, even at the literal, denota- 
tive level, a knowledge of reactions can 
be helpful in avoiding gross errors in 
communication. 

Similarly, with the “do you like it” 
approach; knowing whether the audi- 
ence claims to favor or to disapprove 
an illustration can be a valuable piece 


by Social Research Inc. 


of information. At the least, research 
findings of this kind testify perhaps to 
the public acceptability of the art work, 
how well it fits the conscious system of 
values and esthetics of the group to- 
wards which it is aimed. 

Qualitative research also inquires into 
literal meanings and conscious prefer- 
ences—but also holds them suspect. In 
themselves they may be quite insufficient 
to support predictions about later be- 
havior; liking for an advertisement is 
a notoriously erratic indicator of selling 
power. Consequently, if consumers’ re- 
actions to an advertisement (and espe- 
cially to its visual content) are to be 
understood adequately, particular atten- 
tion must be given to the less direct 
connotations and implications. This 
means that an audience for a proposed 
visual communication, let us say, should 
be allowed to express themselves with 
some freedom about it, and their re- 
actions should be carefully examined 
for the kinds of understandings and 
feelings that cannot be stated precisely 
or which are contradicted by formal 
statements. This requires a willingness 
to an analyze and interpret, to be aware 
that people often deceive themselves 
and others about their feelings, that 
they commonly cannot describe many of 
the sources of their likes, dislikes, and 
actions. 

Thus, in addition to asking “what 
does this show” and “do you like it or 
not,” additional fruitful questioning 
will ask for associations of many kinds. 
A flexible research method explores the 
various ideas that come to mind; re- 
spondents give anecdotes and recollec- 
tions provoked by the illustrations, they 
describe kinds of people who might like 
it, and who might not like it, they sug- 
gest how it might be improved, they ex- 
plain the intention lying behind the 
particular presentation, and so on. 

In one test of visual material with 
children, almost all the youngsters said 
they liked what they saw and that it 
would make them want the product. 
They also thought other children would 
feel the same. These remarks, taken 
literally, seem quite positive. However, 
it was observed that the emotional tone 
of the responses was often lukewarm— 
“it’s all right,” “yeah, I like it okay;” 
comments were bland—“all the kids 


would like it, I suppose.” As the inte: 
views went further, references to “teac! 
er’s pet” crept in; the education: 
aspects of the scene were stressed, an 
it was praised as the sort of thing th: 
would have special appeal to the sma) 
children. When the responses were i: 
terpreted from this point of view, 
became apparent that what the childre 
could not verbalize in a self-conscious 
or abstract way, they could express 
given concrete opportunities to “illu 
trate” their true attitudes. They were 
saying that the matter at hand tapped 
social values of conformity, intelligence, 
studiousness and the like, which they 
did not want to criticize in a face-to- 
face interview with a strange adult, but 
that motives of impulsiveness, activity, 
and other kinds of youthful striving 
were not being touched or likely to be 
satisfied. 

In another situation, a group of 
adults were interviewed around a set 
of advertisements that presented a new 
departure for an old familiar product. 
A very strong refrain throughout the 
interviews was the fact that the pro- 
posed advertisements were inappropri- 
ate; the respondents didn’t like them as 
well as the older advertisements. Ac- 
cepting this as the main finding would 
have sent the client back to the old ads 
or to the drawing board. Analysis of the 
interviews that took account of the way 
people talked, the words they used to 
describe the pictures, the justifications 
they offered for their judgments, «‘c., 
showed that it was likely any new 
would face similar objections, that 
respondents were speaking from a 
talgic position. They had been so t! 
oughly accustomed to the old ads 
any other seemed unthinkable. 
when their associations to the new 
vertisements were compared with 
ideas the older ads elicited, it was 
parent that the proposed ads were « 
ly effective in making the audi 
think in a desired direction. Wh« 
the thoughts aroused by the older 
were familiar ones, they were neve 
less thoughts of being isolated 
impersonal; on the other hand, 
new and supposedly inappropriate 
began to teach people to think of ! 
product as warmer and more soci ' 
than their previous conception of 
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in chicago 


How ‘ree is the designer? 


The third annual STA-University of 
Illinois Press Conference on Graphic 
Design was held at the University’s Al- 
lerton Park, Monticello, Illinois, on 
May isth-15th. The theme of this year’s 
meeting was “The Designer in Relation 
to Society”; under that heading the 
seminars explored the designer's rela- 
tion to his client, to his work, and to 
his audience, all part of that larger cul- 
tural complex we call Society. Keynote 
speaker was Eric Larabee, associate 
editor of Harper’s Magazine, sociologist 
and critic; other panelists included 
Robert Hood, president of the Ansul 
Chemical Company; Dave Chapman, 
industrial designer; Bert Ray, art direc- 
tor and head of the studio bearing his 
name; Jay Doblin, new director of the 
Institute of Design and former executive 
designer with Raymond Loewy Associ- 
ates; Everett McNear and Morton Gold- 
sholl, designers; Robert Lavage, mar- 
keting analyst; Robert Nickle, instruc- 
tor at The Institute of Design and 
designer; and Greer Allen, Director of 
Typography for the University of Chi- 
cago Press. Overall chairman of the 
meeting was Bruce Beck. 

Mr. Larabee’s introductory address 
posec the problems the conference was 
to face: how free is the designer? how 
can he differentiate among the numer- 
ous responsibilities he bears? What sat- 
isfact'ons can he expect from his work? 


what are his frustrations, what his re- 
wards? to what extent does he share to- 
day’s feeling of alienation? why the tre- 
mendous growth of interest in design, 
coupled with the increased articulate- 
ness of the designer? 

The first session, on design and man- 
agement, was fortunate in having in Mr. 
Hood an exponent of the kind of man- 
agement designers dream of having 
among their clients. He delivered a far 
better apology for the designer’s func- 
tions and services than most designers 
can do, stressing that his devout belief 
in the necessity of design was based on 
experience. To him, the designer should 
be part of high-level management, con- 
sulted at each step, his main job being 
the establishment of a corporate per- 
sonality—discernible not only in adver- 
tising and other printed matter, but in 
the firm’s plant, its products, its labor 
relations, its whole view of its public, 
its employees, and itself. After so spirit- 
ed a defense of the place of the de- 
signer in industry, the actual designers 
on the panel found very little to add 
except descriptions of how they them- 
selves faced specific problems. There 
was general agreement that manage- 
ment needed good design counsel, that 
good design is profitable, and that the 
designer’s tasks include that of persuad- 
ing industry of his utility. 

The most heated of the three sessions 
was that on the designer and his work, 
for here each of the panelists had his 
own approach, and as a rule each mem- 
ber of the audience had another. Mr. 
Doblin put the case for “classic” design, 
design so right for its time that it can 
not be improved on for efficiency, ap- 
pearance, and manufacturing economy, 
and went on to show slides of work 
which he thought did or did not meet 
these criteria. He also praised obsoles- 
cence in design, stating that the con- 
stant introduction of new models was 








j typographic shop that produce top quality. It’s what’s in the head 
and in the spirit —in the skilled experience of the personnel. 
i Here at Ryder’s we have ample of the former . . . but we rely on 


It isn’t the mechanical equipment or the efficiency devices in a 


the latter . . . and so may you. 





FREDERIC RYDER COMPANY 
TYPOGRAPHERS e DESIGNERS 











500 North Dearborn Street, Chicago 10, Illinois 












= 


Art Director & Studio News 





/ July 1955 








a good thing, so long as each new model 
meant actual improvement. While there 
was considerable agreement with his 
position, there was far less with his ex- 
amples and with his notions on how 
to achieve his aims—particularly vocal 
opposition coming from a group which 
felt that the designer must have almost 
tomplete freedom to experiment in a 
search for new solutions, regardless of 
the limitations posed by public accep- 
tance or manufacturing difficulties, and 
that the real incentive for improvement 
came from the designer himself rather 
than from artificial obsolescence. Mr. 
McNear gave the most personal and at 
the same time moving portrait of the 
designer at work: the individual in 
direct contact with the creative experi- 
ence, trying to utilize all the experi- 
ence and all techniques of all the 
arts, adding to the basic stock his own 
bit of individuality. Mr. Goldsholl de- 
fended the need for experiment, for a 
new approach to each problem and an 
avoidance of the easy but stereotyped 
solution. All were really in agreement 
on aims, but not on methods—and the 
indefinable factor of personal taste 
further complicated the issue. 

Mr. Larabee’s summation brought 
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the proceedings into sharp focus. He 
felt that the conference, like most con- 
ferences, was a bit too polite, that 
perhaps the audience was somewhat 
inhibited by the fact that its members 
knew one another and one another's 
ideas too well. He noted that graphic 
designers thought of words as objects, 
with shapes, rather than as ideas, and 
that when designers speak of “prob- 
lems” they are referring to what lay- 
men would call “jobs.” There was far 
less soul-searching than he had antici- 
pated; apparently most STA members 
either knew what good design is, or 
had given up all hope of ever defining 
it; apparently most STA members, too, 
are capable of living with themselves 
in comparative peace. There was com- 
plete agreement on the need for good 
design, less complete agreement of how 
to get it. This is a healthy thing, for 
there is room for variety in a sound 
society. 


Cal Merrick returns to Chicago 


Cal Merrick was named Supervisory AD 
of Leo Burnett Co. Mr. Merrick had 
been in Chicago previously with Dancer- 
Fitzgerald-Sample, transferred to the 
New York office of that agency and most 
recently put in three years as AD at 
Grey Advertising. 


LaBash heads new photo unit 
of Feldkamp-Malloy 


John LaBash, who started his career as 
a photographer 20 years ago in Chicago, 
was named head of the new photographic 
division of Feldkamp-Malloy Inc. The 
studio has taken over the entire fifth 
floor at 185 N. Wabash Ave. and -has 
remodeled 10,000 square feet to add a 
modern photographic service to its fa- 
cilities. 
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case history: 


Research points direction 
of Marlboro campaign wit 
new package, new emphas 


Problem: Marlboro has been e 
lished as a “quality cigarette” sellir 
popular prices, but has become kn 

as chiefly a woman’s cigarette. The ac « 
tiser (Philip Morris & Co. Ltd.) and | 
agency (Leo Burnett, Chicago) 
dealing with the problem of taking | 
quality name and associating it wi! 
new popular-priced filtered cigarette de- 
signed for mass selling. 


Research: Research involved three 
major areas: the package, the filtcred 
cigarette and the market. 

The new package, designed by Frank 
Gianninoto, is a flip-top box that serves 
as a crush-proof cigarette case. It was 
pretested with hidden cameras in super- 
markets to determine eye-appeal. Con- 
sumer interviews were conducted to find 
out what the smoker wanted in his cig- 
arette package. Color Research Institute 
was used for packaging information 

Three years of product testing, con- 
ducted in independent laboratories, 
sought a balance between effective fil- 
tration and flavor retention for the new 
long size—halfway between regular ‘and 
king size. 

Consumer surveys, done through F!mo 
Roper & Associates, established the {act 
that filtered cigarettes had a feminine 
aura, that they were intended to be more 
popular with women than with me! 


Solution: Advertising was directe: to 
the mass market, with primary emp).asis 
on cigarette flavor. (Since flavor : an 
abused word in cigarette advertising the 
appetite picture was introduced.) [he 
ads assume that the filter is effective ind 
makes no scientific claims and give no 
therapeutic advice. New package is ‘ea- 
tured, but is secondary to the pro. uct. 

The ads rely on the drama in the 
human face portrayed in the act of s_.ok- 
ing. Impeccably attired, apparently suc- 
cessful men are shown, each with at. (oo 
on his wrist. This is intended to g ¢ 4 
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ww canv drawing filter cigarette that delivers 

vor Long size Popalar filter price. 

dies = a Marthero and be glad you've changed to a filter 


shia iad “ty } 207 s. wabash 306 
1 of earthiness—to suggest a roman- ‘ WE 9- 
vast to the ladies, and at the same 9-380 
dispel the association of filtered cig- A ies ; 
tes with women exclusively. Models Just a few of our many new styles... 
not professionals; they are men who 
ed up in New York and Chicago in So very modern and smart 
intensive search for interesting faces. } dp 
mstantine Joffe, president of Studio with Q ' 
ciates, made all the photographs. He ye Sty 
ribes his technique as the old dra- \ y pet discriminate eyes 
c motion picture type of effect that to 
acterized the Steichen school of pho- a taste! 
age 2) and reflect such good 
‘he size and nature of the photographs 
made them a production problem. 
gravers found it difficult to preserve SEND LETTERHEAD FOR NEW FLEXO CATALOG 
mood in the pictures while turning 
plates that would reproduce well in = Gortotost leo gesites wauk - 


kinds of newspapers. “ ” 
ee Stanley, the art director, made no None but the best the NORedge vies! 


#empt to design the ads, but concen- ARTISTS’ SUPPLY COMPANY steel drawing board edges 


tated on a simplicity of presentation 
| at would carry the virility, sincerity and ||| 208-215 NORTH WABASH AVE., CHICAGO tos en io ae eee Coe Se 


tlievability that the whole campaign RAndolph 6-888! ANdever 3-8238 secesees Chlcage,tt 
«(tempts to project. 
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Design Council for Industry 
planned by Museum School 


Charles Coiner told Philadelphia ADs at 
recent dinner meeting of plans for a 
Design Council for Industry being made 
by the Philadelphia Museum School of 
Art. Still in the planning stage, a pros- 
pectus of the Council is being prepared 
by the school. 


ADs name show staff 


Phil Blank has appointed his staff for the 
forthcoming 2ist Annual Art Directors 
Club of Philadelphia Show. It includes 
Chuck Allen, Carl Eichman, Joe Gering, 
Bob Leinheiser, Mike Leone, Dave Mar- 
der, Cary Neale and Frank Wickas. 


Air-cooled snooze = This Carrier ad in 

June 18 Saturday 
Evening Post illustrates the sizzle big, the 
steak much smaller. Pix of man enjoying 
pre-dinner air-cooled nap by Wing Stu- 
dios. AD was Walter Reinsel, N. W. Ayer 
& Son. 


Zippo for Poppo Light-touch art 
French-artist | 


pin plus product pix and plenty of w 
space continue as theme for the Z 
ads. Bob Miller, N. W. Ayer & Son is 


Philadelphia school stresses 
typographic design 


by 
m 
ite 
po 


\D. 


When the Philadelphia Museum Sc! » 


of Art opened its 1954-55 season it 
tured a new department, the Divisio: 
Typographic Design. Classes includ« 
tual typesetting as well as work-sess: 


lectures, critiques, plant tours and ¢ ™- 


onstrations. Division is headed by 
ward Colker and John Anderson 
aided by an advisory committee « 
prised of George Beck, J. Wallace S 
John S. Williams, William E. Lickf 
Vincent Benedict, Thomas H. McC 
Jr., and Charles T. Coiner. 





Life begins for 
The Print Club 


If Walter Pitkin is right about “Life 
Begins At 40,” The Print Club is be- 
ginning to live. Celebrating its 4oth an- 
niversary the club staged an exhibition . 

from May 4 to June 1 that included litho- creative 
graphs, etchings and engravings, wood photography 
engravings, woodcuts, and block prints. 


Philadelphia Art Alliance 
AG show attendance Fifth Exhibi- Exhibit Calendar 


ti th 
tops records eng-tbed : . Summer shows at the Philadelphia Art 
phia Artists Guild featured 94 entries— Alliance, 251 S. 18th St., are: Weather 
i dat ole woah Guaienn ieee Vanes, through September 30; Watercol- 
: ‘ 8s P ’ ors and Prints of the Philadelphia Water 


design, models, product rendering, color ,, a aegis 
illustration. Record crowd attended. az Club, “Ten-’55,” through August 


Show was supervised by Mac Margraff. 
Shown above is Bill Bird pouring an- 
other for a guest. That’s Bernie Cleft 
supervising. 


What's Watt? 


Informative sheet published by Fritz Cre- 
ative Services explains how age of the 
lamp and voltage variations alter the 
color temperature of the light. “Tem- 
perature” in color means color warmness 
in terms of being on the red or blue side. 
Fritz explains how voltage is controlled 
in their studios so that exactly the kind 
of light desired is used, reducing later 
corrections on transparencies or plates. 
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MArket 7-6655 * Prompt delivery service graphic pages of the daily paper. AD and 
artist was N. W. Ayer’s Chuck Hayden. ARCH ART, INC. 
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what’s new 


THREE NEW POSTAL PUBLICATIONS. Up-to 
date information about postal facilities 
in the U. S. and abroad have been issued. 
“The Directory of Post Offices” lists all 
post offices, branch post offices and sta- 
tions—both present and those which 
have been discontinued in the past two 
years. Cost is $8; revision sheets after the 
first year are $4 annually. 

“Post Offices by Counties” is available 
in booklet form for 45¢. 

“The Directory of International Mail” 
provides detailed information about 
rates, service, prohibitions, import re- 
strictions and other conditions govern- 
ing service to other countries. It costs $5 
with an annual charge of $1.50 for 
change sheets. 

These new publications replace the 
old Postal Guide. 


NEW DIRECTORY LISTS LOCAL EVENTS. “Amer- 
ican Events” is a 96 page booklet which 
lists some 4,000 functions scheduled for 
all parts of the United States through 
November go of this year. Such events 
as airplane and automobile races, beauty 
pageants, ethnic and cultural celebra- 
tions, festivals, carnivals, etc. are listed 
by states, dates and communities. Copies 
are $1, from Festival Information Serv- 
ice, Box 121, Cooper Station, New York 
3, N. Y. 


TRACING VELLUM SAMPLES. H. T. Herbert 
Co., 10-63 Jackson Ave., Long Island 
City 1, N. Y., has issued samples of Blue- 
White Vellum and Blu-Vel layout pads. 
The paper is such that tracing, finished 
work and dummies can be made with it. 


MAGAZINES AT P-O-P, A SURVEY. Life maga- 
zine has conducted a survey indicating 
usage of magazine point-of-purchase tie- 
in material. Its primary purpose was to 
determine what magazine’s advertising 
retailers actually used at the point of 
sale to help sell their products during the 
period of the survey. Copies of the survey 
results may be obtained from Herb 
Breseman, Life Advertising Research De- 
partment, 9 Rockefeller Plaza, New York 
20, N. Y. 


HOW TO DRAW HORSES. Over 800 different 
American and British books on horses 
are listed in a free catalog published by 
Ken Kimball, Plant City, Florida. It con- 
tains several books on the technique of 
drawing horses. 


ART FILMS CATALOG. International Film 
Bureau, Inc., 57 E. Jackson Blvd., Chi- 
cago 4, Ill., has issued a catalog listing 
“Films for the Study and Enjoyment of 
Art.” These films are for rent or sale. 
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trade talk 


ART DIRECTION ATLANTA: Herbert 
M. Meyers. former 
AD at Monogram Art Studio, N.Y.C., to 
director of the art dept., Atlanta Paper Co. 
.. BALTIMORE: Thedor Ziesmer. formerly 
with Lennen & Newell and Geyer Advertising, 
is now AD, VanSant, Dugdale & Co.... 
BOISE: Morris Perry from Martin & Tuttle 
Advertising, Seattle, to Givens & Davies Adv. 
as AD...CHICAGO: Wade Hancock from 
McCann-Erickson, New York, to the Chicago 
office as AD...Donald C. Wallis to art 
director of the Central Creative Art Section 
of Marathon Corp....DETROIT: Kenneth J. 
Lockwood to creative director at Betteridge 
& Co....LOS ANGELES: Frank Flis, formerly 
with Kudner in NYC, to AD at Erwin, Wasey 
.. Leon@rd Rochlin, previously with Tri-Arts, 
now AD at Van Wood-Fisher, Beverly Hilis 
.. Jack Roberts of Carson/Roberts designed 
the “Publicist of the Year’ award for the 
Publicity Club of L.A. Titled the Keys award, 
it is designed as a typewriter keyboard... 
MINNEAPOLIS: Richard O. Burg is now AD 
for Knox Reeves; prior to this he was AD at 
Martin Williams... NEWARK: Stanley Park 
Jr. to AD at United Advertising .. . NEW 
YORK: Hal Taylor, free lance art director, 
has joined William Esty Co....Robert W. 
Bode from Maxon Inc. to Kudner as senior 
D ...Jack Marshad, former head of Cowles 
Magazines, has joined E. A. Korchnoy Ltd. ... 
Peck Advertising has appointed Paul Kennedy 
AD, in a merger with Hirshon-Garfield... 
Robert Cali to AD of Casmir Adv... . Robert 
K. Bellamy appointed chief AD, Sterling Adv. 
.. Anthony Sarris, formerly with Ross Roy, 
now AD at Lloyd S. Howard Assoc... . Ernest 
Conrad to Kudner os AD; was with Camp- 
bell-Ewald... Robert W. Douglas from Leo 
Burnett to Morey, Humm & Johnstone as 
associate AD... Vincent E. Hoffman named 
AD for the promotion staff of Saturday Eve- 
ning Post... Ed Cerullo, formerly with Today's 
Woman, now art editor of True Magazine; 
he replaces Norman Kent now at Watson 
Guptill as art editor of the art book division 
.. Jack Jewell to AD of the Greeting Card 
Division of American Colortype Co.; pre- 
viously he had been AD for Norcross... 
AD Edward Krukowski has been elected 
president of Draper Assoc. ... PROVIDENCE: 
William J. Gardner now AD at Hortor-Noyes 
Co. ... SAN FRANCISCO: Gene Hale, former- 
ly with Caples Co., néw AD and production 
chief, Campbell-Ewald . . . WASHINGTON: 
William Zarba, from AD of Savings Bonds 
Division, U.S. Treasury, to editorial staff of 
The Evening and Sunday Star... 
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Mister trade talk 


Jean Colin. one of France's outstanding 
poster and display artists, was in Chicago 
and New York. He brought with him 100 
reproductions of entries to the recent ex- 
hibit “Art and Advertising in the World,” 
which was displayed at the Louvre... 
Springtime’ greetings arrived at AD&SN 
office from Elsa Kula, via a mailing piece 
containing some spring seeds...A _ story 
about Lea and Tek Osborn, “Lake Shore's 
Artists to Industry,” has been reprinted 
from Discuss, March issue... CINCINNATI: 
Milton Caniff. cartoonist, was one of the 
coe ; judges who picked the “Sweetheart of 
From No! Mister S beoms / ane Sigma Chi” at the fraternity’s 100th con- 
when complimented, ; , vention . . . “One Quarter Scale.” published 
irregardless of } / twice yearly by College of Applied Arts, 
the grammar. University of Cincinnati, contains some fine 
ideas and stimulating thoughts—bringing to 
the student incentive to think for himself 
about his art. For copies: Campus Station, 
Box 92, Cincinnati 21, Ohio . . . CLEVELAND: 
John Szilagyi has written, designed and 


PRODUCTION SERVICES printed (at the Cross and Orb) a leaflet 


FOR SALES PROMOTION about the family called “It takes more than 
milk” .. . Craftint Mfg. Co. has bought 


Sales Kits © Loose Leaf Binders Devoe & Raynolds art materials company 
Catalog Covers © Spiral © Plastic~ |... COLUMBUS: Columbus Art Inc. now at 
Easels * Bookbinding * Presentations | 480 Hutton Place..:GREENWICH (CONN): 
Mounting * Merchandise Displays | §erimshaw—the nautical art of ornamenting 
ivory, whales teeth, shells, etc., may be 
seen in a collection of 2,000 engraved 
whale teeth and whalebone carvings at the 
home of Meylert M. Armstrong... HOLLY- 
WOOD: Maury Nemoy has moved to 6758 
Franklin Place, Hollywood 2-6474...LOS 
ANGELES: Design for Advertising is the 
name of an exhibition by the Westside 
Jewish Community Center. Saul Bass, Louis 
Danziger, Hy Farber, Lou Frimkess, Norman 
Gollin, Jermone Gould, Charles Kratka. 
Arthur Shipman, J. Chris Smith are the ex- 
hibitors... Barton A. Stebbins moved to 
3142 Wilshire Blvd., Dunkirk 8-813]... 
Advertising Art é a. —= MONTREAL: Joel Barg moved to 1517 Mc- 
a i Gregor St., Suite 4B, FI 6236 . .. NEW YORK: 

1006 OLIVE STREET * ST. LOUIS, MO. |) : j 
aannenes .eaen | : Liseenel Gilbert E. Mott to Monogram Art Studio to 
expand its sales promotion services... W. 
- ~ < Freeland Dalzell to Alexander Chaite Studios 
GA io 2e <_ Se — Ml ~~ as V.P....Tommy S. Lee to art bureau lay- 
me PESO CI EOE out staff of N.W. Ayer. .. Rapid Art Serv- 
ice moved to larger offices at 45 W. 18 St. 
and added a new partner, Michael Sotto- 


| . () R > ¢ santi . . . Charles Miller, formerly with Cecil 
J Uu ( y) O I} . O 5 S AX & Presbrey, has joined the art departmen' 
’ A 7 ” , — . f Emil Mogul Co....Sel Korby has formed 
VOOM SCPOC J? o A |° 
— er SUNY — Pi | a studio, Korby Assoc., at 15 W. 57 St. 
: TS PES ee ee RY oP Oe Pen ee ee rat PL 9-6911. Production manager is Alan Peers: 
Ae aio? = ‘ ~ tT ee is 
a SEES A JK S<é | rep is Elaine Korby .. . Taizo Yokoyama. 
s _—— ee F ~ leading Japanese newspaper cartoonist, was 
a guest of the Society of Illustrators durinc 
his visit here in May. Numerous of his 
works were shown . . . Society of IMlustrators 


One delighted customer put 
his approval into this quaint 
comment: ‘‘Sloves Don't Know 

















JSED THE 


WINSOR & NEWTON 


ARTISTS’ COLORS 
BRUSHES 
& MATERIALS 


902 Broadway, New York 10, N. Y. 


Canadian Agents: THE HUGHES OWENS CO., LTD. « Head Office, MONTREAL 
Californian Distributors: THE SCHWABACHER-FREY COMPANY « SAN FRANCISCO 











: Ca 
#1 X-ACTO KNIFE—60¢ #3 X-ACTO PEN-KNIFE—$1.00 


#5 X-ACTO KNIFE—$1.20 i £2 X-ACTO KNIFE—60¢ 


Our 


You can draw with a knife. X-acto knives are im- 
portant drawing tools used in many media—silk screen, 2 e 
montage, friskets, scratchboard, linoleum blocks, etc. os : 

And the X-acto knife is also constantly at work for ‘ ; 
or srk eg od Sa oe FITIGERALD, CALVILLO AND: SLOTKIN 
The variety of blade shapes makes X-acto the “knife . : : 


of many uses”... by changing blades in 2 " 1005 STEPHENSON BUILDING 


you have a keen, factory-sharp knife. 
Send 25¢ for fully illustrated, 28-page X-acto Catalog. DETROIT a, MICHIGAN 


48.97 Van Dom Street, Long Island City 1, N. Y. 











Acrolite “500” Matte Fixative 
For Pastel, Charcoal & Pencil 
(There's nothing like it anywhere!) 





As You Like It 


FROM ONE SHOT OR 
SEPARATION NEGATIVES 
OR TRANSPARENCIES 
EITHER FACSIMILE OR 
EXTENSIVE ALTERATION 


Jy} COLOR 


LABORATORY 
149 WEST 54th STREET, 
Circle 7-1747 

















RETOUCHING 
\rnanak Wekie 


Ci-6-4894 








58 W - 57 ST-N-YC. 
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presented a collection of 30 oil paintings, 
water colors and drawings to the manage- 
ment of Belmont Park. Works were the re- 
sult of members’ “Day at the Races”... 
Don Almquist is honeymooning in Paris 

- Stan Harris, scratchboard artist, is 
featured in the April issue of Herb-Art 
News (10-63 Jackson Ave., Long Island 
City, N.Y.)...Aaron Bohrod, Trompe-l'Oeil 
artist, painted the cover portrait of Gover- 
nor Goodwin Knight and his daughters— 
May 30 Time... Robert J. Flatley. formerly 
art director at Buchen Co., has joined Kling 
Studios as an account executive... Harvey 
Eahn now representing William Lauritzen... 
Betty Lehman has opened an art studio 
service for calligraphy and graphic design 
at 339 E. 19 St., GRamercy 5-6135 . . . Charles 
E. Coopes Inc. played host to students from 
Pratt Institute who wanted to get the inside 
story on an art studio . . . Charles E. Cooper, 
President of Charles E. Cooper Inc., spoke 
at Annual Career Day at White Plains High 
School . . . Recent issue of Sports Illustrated 
contained a story on horse racing in Europe 
with “Sport in Art” illustrations by Henry 
Aiken and Clifton Thomson . . . Ivel Copp. 
designers and builders of exhibits and dis- 
plays, appointed Edward S. Stone V.P... . 
Bern Eisler and Stan Fraydas have opened 
an art studio called “Studio 24”: they 
represent a group of 15 free-lance artists 
. . » Added at Philip Greenhow Assoc. are 
Frank Koste, rep; George Porter, figure il- 
lustrator; Chuck Smith, illustrator . .. WASH- 
INGTON: E. C. Felton now at 1406 G. St. 
N. W. Rm 816, DI 7-8692 and LO 5-1209... 
WALTHAM (MASS.): Lee A. Ellis to manager 
ef art and photography at Raytheon Mrg. 
Co. . . . WILMINGTON: Martin and Lyons 
Advertising Art Service moved to 214 W. 
_) ae 


AGENCIES Colman, Prentis & Varley 

moved to 487 Park Ave., 
NYC ... Norris & Siegel from 205 E. 43 St. 
to 148 E. 47 St., NYC .. . Walter S. Chittick 
Co. now at 1212 Chestnut St., Phila .. . 
Lewin, Williams & Saylor to 130 E. 59 St., 
NYC ... Pace Advertising moved to 19 W. 
44 St. NYC ... The Modesto Advertising 
Agency from 1218 Eye St. to 1507 Tenth St., 
Modesto, Calif . . . Tracy-Locke Co. now at 
2332 W. Holcombe Blvd., Houston . . . New 
address of Clinton D. Carr & Co.. Baltimore, 
is 2505 N. Charles St. . . . Roy S. Durstine, 
Inc. from 156 Montgomery St. to 1736 Stock- 
ton St., San Francisco .. . Whitbey Associ- 
ates and Rehbock Adv. have combined to 
form Whitbey-Rehbock Adv. at 31 W. 47 St., 
NYC ...L. C. Fitegerald, Providence, R. I., 
moved to larger quarters at 228 Weybosset 





ADD -A-TYPE 


— THE EASY WAY TO SET 
YOUR OWN TYPE HEADINGS! 





1. Draw a guide line on your artwork 
with a light blue pencil. Score around 
letter and bottom guide line with razor 
or cutter. 











2. Place letter in position on copy so 
that black guide line registers with 
our biue line. When complete word is 
nm position rub the type down fe 
make it adhere. Cut off biack guide 
lines and your copy is ready! 
Add-A-Type offers over 300 type faces, 
arrows, symbols, etc. on self-adhering 
transparent plastic sheets. 


only 85¢ per full sheet 
Write on your letterhead for Add-A- 
Type catalogue showing complete line. 
a product of 
America’s largest Art Supply Center 
ARTHUR BROWN & BRO., INC. 
2 W. 46th St., New York 36, N. Y. 








Designed to meet 
the exacting 
standards of the 
very people who 
use the brush as 
a basic tool in 
their work. 


Deltas | Jewel’ 


Write for FREE booklet: ‘’Illustra- 
tion, Retouching, Lettering with the 
Red Sable’ Water Color Brush.” 


brush mfg. corp., 
119 bleecker st., n.y. 12, 0 y. 








Quality 


FOR YOUR 
EXACTING 
SOBSeee 


MATTE 
GLOSSY 
STIPPLE for 7=¥. 
WATER COLOR 


AMERICAN BLUEPRINTCC '« 


7 EAST 47TH STREET*PLAZAI-2240 -NEW YOR 





| \ ft h 4 


ma SLY one... 


Perfect executive type. Note the clean desk, 
the unruffied brow, the absence of deadline 
ulcers. That’s because I’ve handed all my letter- 
ing problems over to FOTOLINES. No more 
worrying about lettering deliveries or the 
quality of the job when it arrives. I know it 
will be on time and just the way I expected it. 
Inexpensive too, helps on tight budget jobs. I 
think all Art Directors will find FOTOLINES 
a big help. 


FOTOLINES 


FLEXITYPE CORP. - 457 w. fort st + detroit 25 - wo. 3-4929 
Fotolines « Modifications + Perspectives * Curved Shapes 























utstanding 


IVAN T. SMITH STUDIO - 1654 buhi bidg. + detroit, mich. + wo 3-8522 





At ‘ 
“Weed "Em and Reap” 


A layout man is popularly supposed to have 
doodled-in this famous headline while wait- 
ing for the copy department to come up with 
something good for the annual spring garden- 
ing tool ad. 

Frankly, this studio has no such combina- 
tion-genius on its staff. But we do have as 
solid a line-up of top-notch talent as you’re 
likely to find. And what’s equally important, 
we consistently live up to a high ideal of 
service: absolute promptness, dépendability 
and intelligent interpretation. 


Call Tosca for fine, fast service 


TOSCA STUDIOS 
Art and Photography 
41 East 42nd Street 
MU 7-2172 





a graphic 
language 
to our 
clients 


* Maurer Studios, PLaza 7-5166 





TRICK PHOTOGRAPHY (Ha) 


AND PROCESS LETTERING 








EKTACHROME RETOUCHING 


COLOR =. 


58 WEST 57th ST., N.Y.C. @ Cl 6-8712-3 
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St... . Duane Jones Co. now in larger office ; 
at 122 E. 42 St... . Ted Bernstein Associat: ; 
to 112 W. 34 St.. NYC .. . Geer, DuBois ; 
Co. moved to 40 E. 49 St... . Burns A 
vertising. Montreal, now at 1247 Guy &§ 
. . . Jack T. Sharp resigned from Marci 
Advertising to form his own agency in tk 
Plymouth Bldg., Cleveland . . . Gibbon 
O'Neill, Cleveland, opened a New Yo: 
office at 215 E. 49 St... . Lewis Advertisin 
and Melvin E. Bach & Co., Newark, N. 
have merged under the Lewis name ar 
address .. . Ralph D. Gardner has resigne | 
as sales manager of the photographic d 
partment of the New York Times to form hs 
own agency, Ralph D. Gardner Advertisin; 
at 745 Fifth Ave., NYC .. . George Berko- 
witz, formerly with Doyle Dane Bernbach, hes 
formed his own agency at 202 W. 40 St.... 
Hy Ross and Martin B. Brucker, formerly 
with Transogram Co., have formed Brucker 
& Ross at 210 Fifth Ave. . . . Chester A. 
Gore, vice president of Norman D. Waters 
& Assoc., has opened his own agency at 
244 Madison Ave. . . . Critchfield & Co. 
moved to 520 N. Michigan Ave., Chicago . 
Gotham Advertising and Irwin Vladimir é 
Co. have consolidated to form Gotham-Vladi- 
mir Advertising . . . Van Wood-Fischer has 
changed its name to Cole, Fischer & Rogow 
Inc.. New York and Beverly Hills . 
Andrews Advertising Service has been 
formed by Andrew P. Cancalosi at 256 
Newark Ave., Jersey City . . . Burson-Mar- 
stellar Assoc. opened at 11 E. 36 St., NYC 
. . . Gibbons-O’Neill Inc. of Cleveland has 
formed a New York office at 215 E. 49 St. 
. . . Advertising Display Center has opened 
a new and larger display space at 52 
Park Avenue, adjoining present quarters . . 
Hall-Scott Assoc. from Curtis Bldg. to 2924 
W. Grand Blvd., Detroit . . . Kaufman-Strouse 
from 419 N. Charles St. to 130 W. Hamilion 
St., Baltimore . . . Mark Wiseman to 167 
80 St., NYC... Anderson & Cairns now 
130 E. 59 St., NYC .. . John Gerber & 
Trenton, N. J., has changed its name 
R. W. Westervelt & Co... . AWL Adv» 
tising Agency and Golnick Assoc. of Bc | 
more have become Applestein, Levins‘ 
and Golnick Advertising .. . 


ADVERTISING Alan Berni & As 
PROMOTION have appointed 


Koodin director 
sales in an expansion program of the p: -k- 
age-merchandising service . . . William } 
Spierer now with Ethyl Corp. as sales 
motion manager . . . Earl L. Hadley 
pointed advertising director of Necchi £ w- 
ing Machine Sales Corp. . . . Eugene 
Connett. formerly with Ogilvy, Benso: 
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ather, named advertising director of the 
arpet Institute . . . Homer H. Evans to 
rector of advertising of General Dynamics 
orp. .. . Gerald Weiner to advertising and 
blic relations director, United Metal Cabi- 
ret Corp., Brooklyn . . . Donald E. McKellar 
nw advertising and sales promotion mana- 
r, Ford Motor Co., New York . . . Louis 
risman and Sherril W. Taylor have been 
:»pointed co-directors, sales promotion and 
1vertising department, CBS-Radio Network 
. Robert T. Meyers now merchandising 
mager, Pharma-Craft Corp. . . . Theodore 
agelis now director of advertising, U. S. 
ustry Inc. . . . Jacques Succaire named 
vertising manager of Lionel Corp... . 
chard J. Brown to SPM of United States 
rwood Corp. . . . Robert Cole appointed 
rector of advertising, Olin Mathieson 
hemical Corp. . . . Warner R. Moore has 
sen elected president of Gutdoor Advertis- 
1g Inc. succeeding Kerwin H. Fulton who 
becomes chairman . . . Jerome Barr. previ- 
ously AM at S. Klein on the Square, has 
joined Kaufman Carpet Co. as ad and pro- 


motion director . . . Dan Tobias to AM of ss FLEX Tel “1-te) 12 a 


— me 


roe vmwa Ss 


S 


Browning-Ferris Machinery Co., Dallas... 
Robert P. Kaufman named manager of ad- eee eee P _— . 
vertising and sales promotion, Thor Corp., COMMERCIAL PHOTOGRAPHY - 14 EAST 39th ST. - MU 5-1864 
chicago . . . Nash Motors division, Ameri- 
m Motors Corp., Detroit, appointed R. 
James Molloy SPM . . . Gordon Frazer now 
,erchandising manager, Capitol Records, 
lollywood . . . Glenn W. Graf upped to 
PM. Le Roi division, Westinghouse Air 
rake Co., Milwaukee, succeeding Richard 
H. Koehler, now WABCO director of adver- 
sing and publicity . . . John F. Casey ap 
inted merchandising director, Mead John- language 
n & Co., Evansville, Ind. . ... Richard H. 
Cale appointed director of advertising, Eaton 


g. Co., Cleveland . . . Chrysler division to our 


Chrysler Corp. named Jack B. Huntress % 

rerchandising manager ... Edward R. hj SKK = 

Gaines now AM and SPM, Champlin Re- ir 1ents **Walter Haimann, 
ing Co., Fort Worth . . . Bruce Roberts to 
{, textile division, Eastman Chemical 
ducts Inc. . . . Evelyn Martin named AM, 
ilifornia Cobblers, L. A... . John V. Dea- 
n to director of sales promotion and ad- 
ttising division, Westinghouse Electric In- 
rational Co. . . . Gar Wood Industries 
pointed Milton G. Peck V.P. and director 
sales and advertising . . . Robert H. Rygg 
1s been promoted to the new post of 
rector of point of purchase advertising, 
neo. Hamm Brewing Co., St. Paul .. . 


ee ee 





Asst. Adv. Manager, Calvert Distillers 





"HOTOGRAPHY Philip Pizzi has 

joined Charles E. 
cooper as photographic retoucher ie 
lobert Crandall Associates, formerly at 222 woes 


+ 46 St., New York, has expanded two-fold aa 


t ode 








Act Director & Studio News / July 1955 





Let 
FOTOFLEX 
unchain 
your 
imagination. 
rd) 

Modify 

your 

ART 

or 

TYPE 
photographically 
with 
stretching 
squeezing 
italicizing 
backslanting 
outlining 
shadows 
heavying 
thinning 
perspectives 
screenings 
step-and-repeat 
tone-lines 
flames 
curving 
dropouts 
color cells 
and 

shaping. 


WILLEMS 


AnD COMPANY 


1548 Porter 


Wall chart samples of FOTOFLEX sent on request 
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and moved to 58 W. 47 St., Hotel Went- 
worth .. . Ray Lee has been added to the 
Kling Film Productions staff as sales train- 
ing director . . . Marion E. Russell, Eastman 
Kodak, headed a U.S. delegation of scien- 
tists to a ten-nation meeting of photographic 
experts in Stockholm last month . . . Joe 
Clark, Detroit photographer, spoke at several 
universities this Spring . . . Paul Weller, 
formerly at 43 W. 47 St., has opened a new 
studio at 227 E. 67 St. It features a Crosley 
kitchen, strobe units, etc. . . . Photography 
Place, 240 E. 45 St., New York, has added 
Edward Rager as sales representative. Mr. 
Rager is also an artist who is associated 
with The Loft Gallery . . . Val Telberg’s 
work in photomontage appears in Fortune 
magazine, May issue, pp. 108-111 

Jimmy Dunlop, newly elected V.P. of the 
Washington AD Club, was in on the atomic 
tests at Yucca Flat, under contract to the 
Civilian Defense Administration . . . 


PERSONALS Charles Corn, secretary- 


treasurer of Admaster 
Prints Inc., New York, recently had his 
second child, Marjorie Helen . . . Tony Paul. 
letterer of 2 W. 46 St., New York, has a 
new baby boy named Donald, his second 
child . . . Ed Cullen of Philadelphia is look- 
ing for a used school bus: his sixth child, 
Christopher John, was born recently ... 
Rudolph Schlichter, surrealist painter and 
founder of the dada school of art in Ger- 
many, died in May... 


TELEVISION Edstan Studio moved 
from 40 W. 57 St. to 
75 W. 45 St. New phone is CI 5-6781-2 
Tripled former space and has new color 
lab for TV-color slide preparation .. . 


TYPOGRAPHY Typographic design 
consultant Jim Secrest 

now with Marshall Typography, New York 
. Ed Malecki, formerly typographic direc- 
tor for Grey Advertising, now with Supreme 
Ad Service, New York .. . Gillis Long. 
formerly with Milton Zudek in the typo- 
graphic department of McCann-Erickson, 
now type director at Grey Advertising .. . 


157 SPRING 


seeoewee 
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VELOXES 


FOR 
REPRODUCTION 


cee ee eee ee 


Call MISS PLATT 
for BURTHER INFORMATION 


CAnal 6-8440 
¢ 
+ 
STREET: 





[SHABERULE 


Visual COPY-CASTER 
shows type specimens —keyed 
for pth copy-fitting! 


Artists, ad-men, copywriters—get new con- 
venience, speed, accuracy for your job! Now 
Haberule gives you a completely self-con- 
tained copy-fitting tool. It features 29 spe 
mens of the “must” type faces in caps a 
lower case (6 to 18 pt.) all keyed for inst: 
character count. See the type you wan 
and fit your copy at the same instant! Ove 
800 machine and foundry types are also lis 
in all sizes to 18 point. Beautifully prin 
in 2 colors, plastic bou 
with handsome silv« 
embossed covers. 
Complete with yellow Vi 
lite type gauge. 
MONEY-BACK GUARANT®E 
At art supply stores 
or dtrect, only 7.50 


The HABERULE C 
Box S-245 «+ Wilton, Cc 











Change of Address. Please send an address 
stencil impression from a _ recent issue. 
Address changes can be made only if we 
have your old, as well as your new address. 
Art Director & Studio eae Circulation 
office, 43 E. 49th St., 1 


Bruno Junke 














VERTISING 
ART -— = enue. new YORE 


we 13¢ panies aa 7- 5477 





X16076 . . . one of the tnousonds of our stock pictures 
for $15, with $5 off If you use our credit line. 


for stock pictures, set your course for 


UNDERWOOD & UNDERWOOD 


ILLUSTRATION STUDIOS INC. 


Send $1.00 for 9th Edition Catalog to 


319 E. 44, New York 17 , 646 N. Michigon, Chicage 11 
Tel. MU 4-5400 Tel. DE 7-1711 





@ illustration 

© still life 

© lettering 

® retouching 

® comprehensives 
@ layouts 

@ mechanicals 

@ flexichrome 





2 West 46th Street New York 36, N. Y. 


JUpson 2-4363-4-5 





‘oktachrome retouching 


DUPLICATES ASSEMBLY 


nildred medina 


70 PARK AVENUE + MURRAY HILL 8-0270 





| Don Taft... 
| Art Director, 
Designer 
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(continued from page 33) 


Pittsburgh plans AD club 


Advertising art directors of the tri-state 
area met in May to discuss plans for an 
Art Directors Club of Pittsburgh, antici- 
pating affiliation with the National So- 
ciety of Art Directors. 

Edward J. Spahr, of Ketchum, Mac- 
Leod & Grove, Inc., is serving as chair- 
man of the group pending election of 
officers. 


Fortune art show will tour 


“World at Work: 25 years of art for 
Fortune” is an exhibition of outstanding 
art commissioned by Fortune in the last 
quarter century. The 63 paintings and 
drawings of the industrial scene in Amer- 
ica opened at the Arts Club of Chicago 
in May. During the year it will travel, 
under the auspices of the American Fed- 
eration of Arts, to Houston, Seattle, Los 
Angeles, Detroit, St. Louis and New 
York. 

Among the 48 artists represented in 
the exhibition are Max Ernst, Ben 


Shahn, Charles Burchfield, Dong King-. 


man, Saul Steinberg and Massimo Cam- 
pigli. 


Prints in seconds without darkroom 


An ultra-violet lamp, a special kind of 
paper and a hot iron are all that is neces- 
sary to make duplicate copies of film 
transparencies. This new method has 
been developed by Thomas J. Moran’s 
Sons, New Orleans printing company. 

It works like this: A strip of micro- 
film transparencies is placed under an 
ultraviolet light. Under the microfilm is 
a strip of the new film. The rays that 
penetrate the light areas to the new film 
cause a chemical reaction. Within a few 
seconds both films are pulled away and 
the special film is fed through a pair of 
rollers—which act as a hot iron. In about 
15, seconds the rollers reverse direction 
and feed out a duplicate strip of film. 

To make positive prints a special 
black paper, rather than the new film, 
is inserted with the film strip. This same 
process can be used for copying memo- 
randa and letters. No wet chemicals are 
necessary. When the paper is heated in 
the rollers, the areas struck by the ultra- 
violet rays turn white; the blocked out 
copy is duplicated. 

The duplicating equipment is not 
ready for commercial use yet, but Moran 
is lining up companies to produce the 


(continued on following page) 
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necessary materials. 

Two other pieces of equipment being 
worked on at Moran are an enlarger for 
making prints from microfilm in about 
20 seconds and a camera that will use 
ultraviolet light instead of natural light, 
because of the film’s sensitivity to ultra- 
violet. 


AIGA elects Lionni, presents awards 


Leo Lionni was named president of the 
American Institute of Graphic Arts at its 
annual meeting. He is art director of 
Fortune Magazine and co-editor of Print 
Magazine. Mr. Lionni recently received 
the National Society of Art Directors 
Award. 

Vice presidents dre Joseph Blumen- 
thal, of The Spiral Press; Alvin Eisen- 
man, Yale University Press; and Milton 
B. Glick, The Viking Press. 

New directors are John Anderson, The 
Pickering Press; Robert H. Blattner, art 
director of The Readers Digest; Bruce 
Gentry, Westcott & Thomson; Melvin 
Loos, Columbia University; Miss Lucille 
Ogle, Artists and Writers Guild Inc. 

This year’s medal winner was P. J. 
Conkwright, typographer for Princeton 
University Press. He was cited for “dis- 
tinguished design and typography in the 
field of fine book-making; for influential 
leadership in raising and maintaining 
standards of quality among University 
Presses; for devotion and achievement in 
American graphic arts.” 

Four Bruce Rogers Educational Fund 
scholarships and one Maurice Serle Kap- 
lan Memorial Scholarships were awarded 
to students selected for their promising 
work in graphic arts schools and colleges. 
Recipients were: Wayne Stettler, Phila- 
delphia School of Art; David Stearns, 
Davison Art Center, Wesleyan Univer- 
sity, Middletown, Conn.; William H. 
Mowry, School of Printing Management, 
Carnegie Institute of Technology; Wes- 
ley Duke Lee, AIGA Workshop; and 
Greta Brodie, AIGA Workshop. 


In this day and age... 


Lest the artist and art director compla- 
cently think his creative contribution to 
advertising and selling is now universally 
accepted, read and weep over the ante- 
diluvian attitudes aired in the pages of 
@ 1955 issue of Industrial Marketing 
magazine: 

“An artist is, for sure, an egomaniac, a 
know-it-all. You can’t reason with him 
. . + He is unreliable . . .” 

(continued on following page) 


RETOUCHING 
AIRBRUSH RENDERING 
ILLUSTRATING 
PRESENTATIONS 
LETTERING 
MECHANICALS 


LAYOUT 


T V ART 





penthouse 
6 WEST 48TH STREET 


NEW YORK 36, N. Y. 
JUDSON 2-3755-6-7 











COLOR RETOUCHING 


FLEXICHROMES 


GEORGE E. WILDNER 


MURRA t 534 


way’s standard 
viewers 


Used by 25 leading 

New York color plate makers 
Write for information 
Chappaqua, N. Y. 








Kurt H. Volk, Inc. 
TYPOGRAPHERS 
228 East 45th Street 
New York 17,N.Y. 














For Artists’ Needs 
<6 RAC. PREORID 


HENRY H TAWS. INC 


PRONE FOR PROMPT SERVICE 





oe de> aot 


PL5-4269 


- G AYDO Ss 
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e Colorstats 
e Flexichrome 


EL 5-6740 














\WALLAXE 


Cinch 7-3900 
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WELLINGTON HOTEL 
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“Agency management would do well 
to put the art department (and its di- 
rector) under the strict control of some- 
body like a Creative Director who has the 
authority to tell the artists what he wants 
and absolutely forbid them to think for 
themselves . . . That’s a serious suggestion 
of ours. The artist must be curbed.” 

Such general thinking is then followed 
by a specific list of tests to tell if the 
artist is “also an advertising man.” 
Among the tests: “Not if he uses splashes 
of color in a misguided effort to capture 
attention.” “Not if he prefers circles 
and irregular shapes to rectangles,” etc. 
etc. etc. 

Balm for the artist appeared in a sub- 
sequent issue with an illustrated and 
documented article showing the impor- 
tance of creative thinking by the artist 
and AD in producing effective adver- 
tising. 


Seven named directors 
of Artists Guild 


Artists Guild of New York named seven 
new members to its Board of Directors. 
They are Bruno Junker, Elliot Means, 
Stanley Zuckerberg, John T. Garratti, 
Fred Mazziotti, Adolph Treidler and An- 
thony Billotto. 


Adox comes in 120 rolls now 


High-resolution Adox film, recently in- 
troduced into the country in the 35mm 
size, is now available in “120” rolls with 
the same respective speeds and charac- 
teristics as the 35mm emulsions, with 16, 
32 and 80 ASA exposure indices. 

Dealer E. Leitz, Inc., New York, states 
that the film differs from other films in 
that its single, extremely thin layer of 
fine-grained emulsion reduces the “scat- 
ter of the image and preserves details.” 
The film is imported from Germany. 


L.A. ad women honor Peggy Seals 


The Women’s Graphic Arts Club of Los 
Angeles has presented Miss Peggy Seals 
with an award for “outstanding accom- 
plishment by a woman in the field of 
graphic arts.” Miss Seals is advertising 
manager of Mytinger & Casselberry, Inc., 
Long Beach, Calif. 

This is the first of an annual achieve- 
ment award to be made by the club. Miss 
Sara Scott Carroll, president, said that 
Miss Seals was chosen as the recipient of 
the first award because of “her highly 
imaginative and effective use of graphic 
art in national advertising.” 


Acrolite “500” Matte Fixative 
For Pastel, Charcoal & Pencil 
(There's nothing like it anywherel) 


WILL NOT ALTER TONES ge 
1€S FAST °: ie i 
DR on nortice 
pet ow 
oo 


Sold by Leading Art Supply Stores 





Color 
Retouching 


Exclusively 
on Dye Transfer 
and Carbro Prints 


Kennett Studio 


139 E. 52 St. N. Y. C. 
PL. 8-0542 








JOSEPH MAYER CO, Inc. 
artist's materials . . . sign painter and 
displaymen supplies . . . silk screen 
materials. Agents for The International 
Cutawi - Balopticon. 

5-9 UNION SQ. « N.Y.3 © AL S-7644 
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bookshelf 


The AD&SN bookshelf makes it easy for readers 
to buy, at list price, the best books of current interest 
to the art professional and advertising manager. 


NEW BOOKS 


11). How to Use Creative Perspective by 

Ernest W Watson Analyzes the 
aspects of illustration which involve perspec- 
tive problems. Illustrations are by such art- 
ists as Dorne, Fawcett, Atherton, Bobri, 
Cezanne, Stoh! and Parker. $7.50 
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ANNUALS 
83. International Poster Annual, 1954. Edited 
by Arthur Niggli‘and W. H. Aliner. 488 
posters from 24 countries, mostly in black and 
white. Artists, advertisers, agencies and printers 
are indexed. Stimulating visual record of posters 
throughout the world. $10.95. 


94. 33rd Annual of Advertising and Editorial 

Art. New York Art Directors Club 1954 Show 
Contains the best in American advertising and 
editorial art, as shown in the 33rd Annual Exhibi- 
tion $12 50. 


110. Penrose Annual 1955. Edited by R. B. Fish- 

enden. Technical articles on new graphic 
arts techniques and materials, typography, art, 
lettering, reproduction. Illustrations show |litho- 
graphs, posters, examples of typography and 
layout, art and illustrations. There are 23 inserts 
of letterheads, book and publication covers and 
pages, menus, Bible pages. $8.50 


ART 


103. An Atlas of Anatomy for Artists. 

Fritz Schider. 1955 edition enlarged to in- 
clude 300 figure studies by Leonardo, Michel- 
angelo, Rubens, Degas, Rimmer, Vesalius and 
ten other masters. Contains more than 500 pic- 
tures of the human form. Special section contains 
nude-model action shots and photographic studies 
of growing children. $6. 


DISPLAYS 
100. Point of Purchase Cardboard Displays by 

Victor Strauss. A definitive work written in 
the practical language of buyer and printer. 867 
illustrations aid in planning and constructing dis- 
plays of many different types. Clear, concise data 
and directions serve as a rich mine of display 
ideas for the buyer. $15.00. 


LAYOUT 
87. Advertising Layout. William Longyear. An 
informative and stimulating explanation on 
how to create ad layouts that make people stop, 
look and read. Illustrations are from best current 
practice. Discusses layout problems for each 
media. $6.50. 


102. Layout File by Harry B. Coffin. Idea start- 
ers for the designer, advertiser and buyer 
of printing. There are 1,333 sketches to illustrate 
some of the layout styles that might be used for 
mailings, catalogs, folders, posters, displays, etc. 
Reprinted from American Printer. $2.00. 
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107. 101 Usable Publication Layouts by Butler, 

Likeness & Kordek. Practical handbook on 
publication layout with 101 illustrations of single 
poge layout situations and problems, with and 
without illustrations. Each is evaluated briefly. 


$3.75 


LETTERING, CALLIGRAPHY 


96. 101 Alphabets by Hunt & Hunt. Manual! of 
lettering styles showing more than 100 styles 
ranging from Roman to modern. $3.75. 


106. Chinese Calligraphy by Chiang Yee. Deals 

with the origin and construction of Chinese 
choracters, styles, techniques, strokes, compo- 
sition, training and the relations between callig- 
raphy and other forms of Chinese art. The author 
gives thoughtful consideration to the aesthetics 
of the visual beauty of words and their formation. 
230 pages, fully indexed, 6 plates and 155 text 
illustrations. $6.00. 


109. The Universal Penman. George Bickham. 
Facsimile reproduction of 1743 edition of 
penmanship, flourishes and calligraphic styles 


engraved by George Bickham, 18th century master, 


212 plates. Wealth of design ideas. $8.50. 


SWIPE FILES 
19. 750 Designs, Borders, Backgrounds, Tints 
and Patterns, H. B. Coffin. All illustrations 
can be cut out or copied without permission. 
$4 50. 


52. 3000 Pictures, grouped according to classi- 

fication from Agriculture to Zoology. In- 
cludes dictionary style diagrams and legends. 
All pix are of rare historical articles. $3.00. 


TELEVISION 
31. Designing for TV, Robert J. Wade. Text 
plus 200 illustrations tell TV artist about 
scenic design, art direction, title and graphics, 
makeup, costuming, preparing for production, 
commercials, story-boards, and staging. $8.50. 


98. Staging TV Programs and Commercials by 

Robert J. Wade. A solid factual, illustrated 
package of know-how on planning and executing 
sets, props, production facilities. Covers staging, 
scenic construction, lighting, special effects, 
graphics. Written for the pro by an AD and TV 
production man. $6.50. 


PHOTOGRAPHY 


80. The Airbrush Technique of Photographic 

Retouching. Wolter S. King and Alfred | 
Slade. Both those who know its uses and those 
who are unfamiliar with airbrush techniques wil 
benefit from this clear, well illustrated manual 
Numerous photographs show how and when to 
use the airbrush, how to retouch photographs and 
much technical information. 118 pages, paperback 
with looseleaf binding. $9.50. 


108. The Complete Airbrush Book by S. Ralph 
Maurello. Comprehensive reference manua! 
on the airbrush is packed with know-how. 400 il- 
lustrations accompany text which teaches al 
phases of rendering and retouching. $7.95. 


PRODUCTION 


101. The Technique of Advertising Production. 

Thomas Blaine Stanley. Second Edition 
Up-to-date revision of a basic text which is 
packed with practical data, charts, diagrams 
and tables. A good reference book for both 
the student and art and production personnel 
Indexed. $6.75. 


105. Color Guide for Marketing Media by Louis 

Cheskin. Methods of achieving effectiveness 
in packaging, advertising and other marketing 
media. Color charts are included. Nature and 
psychological aspects of color, techniques for 
testing color and design effectiveness as mar- 
keting tools. Instruction as to preparation of art 
-including color photography, engraving and 
printing—are presented. $5.00. 


COPYFITTING 


42. Streamlined Copy-fitting. Arthur B. Lee. 

1954-55 edition of this manual, now 64 
pages, contains character count for more than 
1450 faces, including caps and small caps. Al 
necessary scales are on one master gauge. $5.95. 


GENERAL 


79. Commercial Art as a Business. Fred C 
Rodewald. Handbook for artists, art buyers 
and artists’ representatives. Defines problems o/ 
time, written orders, breaking down a job into 
logical steps, deadlines, model and prop fees 
and other factors that are a source of frictior 
between artist and buyer. Legal aspects are 
explained, financing, bookkeeping and tax mat- 
ters discussed. Markets for commercial artwork 
and tips on selling are offered. Includes the 
Code of Fair Practices of the Joint Ethics Com- 
mittee and the code of ethics of the Americar 
Association of Advertising Agencies. $2.95. 
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Please send me, postpaid, the books corresponding to numbers circled below. 


83 87 94 96 98 10€ 
107 108 109 110 Wi 


All orders shipped postpaid. No C.O.D.'s. Add 3% sales tax with orders for 
New York City delivery. Payment must be made with order. 
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If you want a book not listed, send your order and we will try to get it for you. 
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Regent's NEW improved stagette 
technique now makes it easy to shoot 

for unusual special effects 

Dramatic 3-D realism at no extra cost 
The better ad agencies (and their 
clients) rely on Regent's Talent-team 

for the “best” in PROMOTION ART 

. . creative booklets, films plus essential 
visual aids for better PRESENTATIONS. 
Projection planning/staging plus expert 


meeting advisory services FREE. 
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HARRY C. DECKER, INC. 


CARBRO & DYE TRANSFER 
FROM TRANSPARENCIES 
AND SEPARATION 


NEGATIVES 
s 


MU 5-4295 / MU 5-4423 


404 Fourth Ave. - Room 1507 
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inc 
ARTISTS’ & DRAWING MATERIALS 
719 Eighth Avenue * New York 19, N.Y 


CIRCLE 6-6350 





Advertising photo pt 
STUDIOS 


5Oth St. New York, N. Y 1 77-5090 
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booknotes 


PINNY’S DAY AT PLAY SCHOOL. Jane Belk Mon- 
cure; photographs by Morris H. Jaffe. Lothrop, 
Lee & Shepard Co., Inc. $1.50. 

This storybook for youngsters contains 
numerous black and white photographs 
of children in activities at play school. An 
excellent study of unposed children in 
action. 


PAPER: HOW TO FIT THE PAPER TO THE PUR- 
POSE. A DMAA Research Report. $2.50 to mem- 
bers; $5.00 to non-members. 

A reprint of the Fine Papers and Print- 
ing Papers Section of the 1955 edition of 
The Paper Yearbook is being distributed 
by Direct Mail Advertisers Association, 
381 Fourth Avenue, New York 16, N. Y. 
Amos Bethke, Manager of Central Print- 
ing Dept. of Time Inc., has written the 
section and Gordon Draper of McGraw- 
Hill did the illustrations. 

Much technical information is given 
about all types of paper—the nature of 
the paper, its uses, its printability, the 
sizes and weights available, its colors and 
the names of manufacturers. 


HOW TO USE CREATIVE PERSPECTIVE, Ernest 
W. Watson, Reinhold. $7.50. 

Those harassing perspective problems 
that taunt the artist are dealt with in this 
volume on techniques of drawing in per- 
spective. 

Illustrations of various perspective 
problems are by such artists as Albert 
Dorne, Frank J. Reilly, Robert Fawcett, 
John Atherton, Bobri, Cezanne, Al Park- 
er, Ben Stahl, and many other well- 
known artists. 

The book will help students in that it 
analyzes many aspects of illustration: the 
picture plane, the cube, for shortening 
and convergence, the circle, the cone, 
three-point perspective, figures in per- 
spective and other problems. 

The author is editor-in-chief of Ameri- 
can Artist magazine and is an artist him- 
self. 


WATERCOLOR MADE EASY. Herb Olsen. Rein- 
hold. $7.50. 

Mr. Olsen has attempted to dispel the 
aura of mystery that tends to hover about 
the difficult technique of water color 
painting. He goes into detailed explana- 
tion about how to work with the medium. 
The author believes that watercolor 
painting is easy and tries to help the stu- 
dent overcome his fear of the medium 
by eliminating the technical and resort- 
ing to classroom demonstration via il- 
lustrations. 


PULL UP AN EASEL. Norman Garbo. A. S. 
Barnes & Co. $3.75. 
For Sunday painters. 


MUrray Hill 9-7953 
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VISUAL EDUCATION SLIDES 
VUGRAPH ... 35mm 3% X 4 


Another NEW addition to the 
many services offered by 
ADMASTER PRINTS, 
11¢ ¢ AVENUE, N. Y 


STATS PHOTOPRINTS SLIDES 
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IF YOU CALL M@RRAY HILL 5-7976, TED LEWIs (SO HELP 
ME THAT'S HER NAME) WILL ARRIVE PROMPTLY BY 
MESSERSCHMITT WITH ANNUAL REPORTS. BLOTTERS, BOOK 
DESIGN, BOOK JACKETS, BOOKLETS, BROADSIDES. 'BRO- 
CHURES, COLLAGES, DIRECT MAIL, DRAWINGS, FILM 
STRIPS, FOLDERS, MAILERS, LETTER HEADS. PACKAGE 
DESIGN PHOTOGRAMS, POSTERS, PROMOTION DESIGN 
RECORD ALBUMS, 3 DIMENSIONAL SLIDES, SPOTS. SMALL 
SPACE ADS, LARGE SPACE ADS, AND ADS INFINITUM 


JACK WOLFGANG BECK, CONSULTANT DESIGNER TO 





GIANT INDUSTRY, AND STAFF WORK FOR YOU AT 302 
EAST 45TH STREET. NEW YORK 17, N.Y 
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You'll see a big difference}™ 
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when these experts “pencil” your cars... 


A good “pencil” or draw-up is essential for quality car illustrations. Gene, Joe and Joan specialize in 


his very important phase of producing the quality cars LaDriere has been doing for over 27 years. 
In addition to Gene, Joe and Joan the other car artists pictured here, plus the complete staff of 
} people at LaDriere, have the experience and abilities quality-minded art directors demand to 


proc ice the quantity and quality of art involved in automobile catalog and announcement programs. 


headquarters for automobile art for over 27 years 


LADRIERE STUDIOS, INC., 1700 CADILLAC TOWER, DETROIT 26, MICH. 





ready reference 


to have your firm listed call Plaza 9-7722 


ART MATERIALS 


Concord Artists Materials 
Everything for the artist, prompt service 
184 Lexington Ave., N. Y. C LE 2-3740, 3799 


Lee’s Art Shop, Inc. 
Complete line art materials & fine framing 
209 West 57th St., NYC Cl 7-0679 


ART REPRESENTATIVES 
Alan Redfield Associates 
A Complete and Dependable Art Service 
201 E. 56th St., N. Y¥. 22 MU 8-9464 


ART STUDIOS 


H. L. Perman Associates 
Specialists in art and production 
246 Fifth Ave., N. Y. 1 MU 4-4408 


DESIGN 
Frank J. McMahon Studio 
Hand Lettering * Design * Mechanicals 
924 Bergen Ave., Jersey City, N. J. SW 5-1847 


HISTORICAL PRINTS 
The Bettmann Archive 
Old time illustrations on any subject. Events, In- 
dustries, Fashion, Decors. Ask for folder 6A. 
215 E. 57th St., N. Y. 22 PL 8-0362 


ILLUSTRATION 
Joseph Wrobel 
Land & Seascapes, Wir. Color, Temp. or Casein 
22 E. Bellevue Pi., Chicago 11, Ill. 


LAYOUT 
Will Dressler 
Layout, package dgsign, pharmaceutical 
2324 Pine St., Phila. 3 LO 4-4437 


Palette Color Service 
Color layouts for art studios and publishers 
527 Lexington Ave., NYC PL 8-1842 


LETTERING 
Frank Kaz 
Comprehensive & finished lettering 
162 W. 54th St., N. Y. 


Q Q Titles 
2000 Fonts of Hot Press Lettering Available. 
1243 6th Ave., N. Y. C. Cl 7-2126-7 


JU 2-1548 


MECHANICALS 
Alfred Henry Studio 
Speed * Accuracy * Dependability 
7 West 44th St., N. Y. C. MU 2-5679-5680 


PHOTOGRAPHY 
David Workman Studio 
Studio or Location—Black & White or Color 
146 W. 47th St., N.Y. C. JU 6-2995 


PHOTO REPRODUCTION 
Better Photo Service 
Quantity prints unsurpassed in quality 


165 W. 47 St., N. Y. C. PL 7-7153 


PHOTO SERVICES—B&aW 


Modernage Photo Services 

319 East 44 Street, New York, N. Y. 

Prints for reproduction in grey-scales to meet 

exacting requirements of all printing processes 

@ Developing and printing for magazines and 
industry 

@ Copying of artwork 

@ Commercial photography; studio available by 
hour and day 


Cail Ralph Baum LExington 2-4052 


Moss Photo Service Inc. 
Color postcards, color separations 
50,000 black & white glossies made daily 


Moss Building, 350 W. 50 St., NYC Plaza 7-3520 


PHOTO SERVICES—COLOR 


Colorsemblies, Inc. 
Ektas assembled, retouched, duplicated 
112 W. 48 St., N. Y. 36 


Kurshan & Lang Color Service 
24 Hour Custom Ektachrome processing 
Duplicating & Dye Transfer Prints 
10 E. 46th St., N. Y. 17 


PL 7-7777 


MU 7-2595 


PHOTOSTATS 
Bee Photo Service 
185 Madison Ave. 
270 Park Ave. 
10 East 52nd St. 


LExington 2-1883 
Plaza 3-8837 
Plaza 3-9277 


Riteway Photoprint Co. 
The Art Director's photostat service 
1465 Broadway at 42nd St., N. Y. C. PE 6-4896 


~ 


RETOUCHING 


Davis * Ganes 
Color Correction and Retouching of 

Transparencies, Dye Transfers & Carbros. 
Flexichrome Coloring 
516 5th Ave., N. Y. 1 


Horstmann & Riehle 
B&W, Industrial, Pictorial & Flexichromes 
18 East 41st Street, N. Y. C. MU 5-7258 


Max Jaikin 
Color Transparency Retouching and Assembly 
58 W. 57th St., N. Y. 19 Cl 6-8712-3 


Tulio Martin Studios 
Transparencies 
58 W. 57th St., N. Y. 19 


Vincent Martin 
Color—transparencies, separation negatives 
58 West 57 St., N. Y. C. Circle 6-4894 


MuUrray Hill 7-6537 


Cl 5-6489 


SALES PRESENTATIONS 


Wiener Studio 
Charts ® Posters *% Slides * Silk Screen 
12 East 37 St., N. Y. C. MU 6-0656 


Carlton Studios 

Charts, display cards, posters— 

Hand lettered, type set, silk screen 

131 W. 45th St., N. Y. C. JUdson 2-5180 


SERVICES 
Ways’ Standard Viewers 
For viewing color in transparencies correctly 
William P. Way Chappaqua, N. Y. 


classified 


coll Plaza 9-7722 


SUMMER HOME, contemporary, Mahopac, N. Y 
furnished, view, lake, one acre, sale $8,500 
Evenings OL 4-0567; weekends, Mahopac 8-2382 


REPRESENTATIVE WANTED. Small, high-qualit 
commercial photo studio. Excellent opportunit 
for right person to realize full potential of hi 
connections. Box 701, AD&SN, 43 E. 49 St., NYC 17 


BUSY STUDIO NEEDS MORE TOP TALENT. Letter 
ing man, Retoucher, Fashion Illustrator. Best mid 
town location—space available. Call Miss Grey- 
MU 2-4296. 


ART STUDIO, medium sized, midtown NYC, well 
known—desires merger with 1 or more studios- 
good plan will save and make more money imme 
diately. Also interested in SALESMAN with ac 
counts who wants to realize more for his effor 
as equal partner. Box 702, AD&SN, 43 E. 49 St 
NYC 17. 


COMMERCIAL STUDIO-Light, airy, newly deco 
rated space (450 sq. ft.); ample room for 4 or 
man staff in rapidly growing Sth Ave. adv 
agency. Work-space arrangement available. Co 
MU 6-5530. 





SILK SCREEN PROCESS 


Graphic Counselors 
Speedy, A-1 reproduction, on all surfaces 
146 Forsyth St., N. Y. C. OR 4-294 


Jaysee Display Advertising, inc. 
Quality reproduction. Posters and displays. 
12 E. 12th St., N. Y¥. 3 OR 5-728 


Masta Displays Inc. 

20 years leadership in silk screened 
posters and displays 

230 W. 17th St., N. Y. C. CH 2-371 


STOCK PHOTOS 


Brown Brothers 
One of America's largest collections of stoc’ 
photos and old time illustrations. 
220 W. 42 St., N. Y. C. 36 


John Staby 

Agricultural photos for advertising. Farm animal 
poultry, crops, etc. Write, stating your needs. 
selection will be submitted. 

122 W. Hazeltine Ave. Kenmore 17, N. Y. 


Underwood & Underwood News Photos 
3,000,000 photos on all subjects: Historic, Pe 
sonalities, Industrial, Geographical, etc. Send fc 
our free listing: 

3 W. 46th St., N. ¥. 36 


BR 9-474 


JUdsen 6-591 


TELEVISION SERVICES 


National Studios 
Hot Press, Slides, Telops, Animatics, etc. 
145 W. 45th St., NY 36, NY JUdson 2-192 


TYPOGRAPHY 


The Composing Room, Inc. 
Advertising Typographers 


130 W. 46 St., N. Y. JUdson 2-016 





+ Kugl 


125 WEST 45™ STREET Inc) 36, NY. 


COLUMBUS 5-6461-2 





Parliament 
Benton & Bowles 
A.D. Clore Garnes f 





The hewerty Chats aeons can Come 

Swiss Watch Fa 
Foote, Cone & Belding 

A.D. Cliff Lozell 


in 


Neiman Marcus 
A.D. Kay Kerr 


Yardley 
N.W. Ayer 
A.D. Bob Miller 















Photographers 

Ernst Beadle 
Cecil Beaton 
Henry Clarke 
George Greb 
Wm. Grigsby 
Don Honeyman 


Norman Parkinson 


Organized Under One Roof — 


Exclusively 


a Place for Photography 





@ fine cor is outstonding performance 
Kenyon & Eckhardt SS new 1085 
A.D. Gerry Link t 


Bakelite 
J. M. Mathes 
A.D. Bob Stone 


Enka Rayon 
Carl Reimers 
A.D.—Howard Richmond 


Yeu dont have to look twice 
to tell 48 o Mercury 





Mercury 
Kenyon & Eckhardt ff 
ALD. Bill Rienecke 


240 EAST 45 ST 


Glass Container 
Kenyon & Eckhardt 
A.D.: Jim Leindecker 


Schoefer Beer 
Einson Freeman Co 
A.D. Alex Stout 


a } ft if: Contact 
JUTIOMELLL 
Clare Mallison 


et 
@ Ed Rager 


Bernie Telkamp 
Marsh Gorton— full time 
in Detroit —on the scene 


for full time service 
Neolite Bill Symons 
Compton 
A.D. 8. McDonnell 


Hathaway 
Fletcher D. Richards 
A.D. Bill Eckstein 





NEW YORK 17, N. Y. 





BR 00 


Goodyear Tire 

Young & Rubicam 

A.D. Fred Halpert © 
_ YEAR 


Samsonite 
} Grey 
A.D. Bob Varol 


MURRAY HILL 7-0087 


Ponds 
J. Walter Thompson 
A.D. Frank Stephenson 


B.5.F.&D 
A.D. Dick Reins 


Hit SON 


Cadillac 
McManus, John & Adams 
A.D. Armin Seiffert 
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| artist's sensitivity ... 


for which we are noted. 





